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INTRODUCTION

This report discusses bofentia] economic and land use impacts as-
sociated with the proposed regional shopping center known as the North
Haven Mall, in North Haven, Connecticut.

Principal issues discussed here include: retail supply/demand
impacts on the region's economic base as well as on existing retail
activity in the region; associated fiscal impacts on both the Town of
North Haven and the region in general; employment impacts generated
by construction as well as operation of the proposed mall; and spin-off
development impacts related to the mall.

Section I, Summary Highlights, provides a brief discussion of all
salient findings and conclusions. A full impact discussion is contained
in Section II, Economic and Land Use Impacts, while statistical and
methodological detail is provided in the attachments of Section III.

This report was originally issued in August, 1981 as an appendix
to the Draft Environmental Impact Statement (DEIS), North Haven Mall
issued by the U.S. Army Corps of Engineers in February, 1982.

At the time this report was initially issued, data from the 1980
U.S. Census were not available. Since then, decennial census data have
become available and this current volume incorporates reported 1980
population ahd income data, updated population and income estimates
for 1977 (as the base year) and projections for 1985 and 1990. Utilizing
the same approach approved by the U.S. Department of Housing and Urban
Development, as set forth in Appendix L of the DEIS, this report also
employs the specific methodology for projecting impacts in metropolitan

New Haven as suggested by that agency.



In addition, general reformatting and editing has been undertaken
to provide further clarity and amplification (principally in the Fiscal

Impact section) in response to comments received during the DEIS review

process.
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i. SUMMARY HIGHLIGHTS



I. SUMMARY HIGHLIGHTS

Principal findings of this economic and land use impact analysis,
detailed in subsequent sections of this report, are briefly highlighted
here. ‘

Project Description: The proposed North Haven Mall will be located

in the northern tier of the New Haven SMSA.l/ It will contain four

major department stores and a variety of other specialty and convenience
retail establishments amounting to a total of about 1.1 million square
feet. An estimated 817,000 square feet of that complement will be devqted
to stores featuring shoppers goods. (Shoppers goods include general
merchandise, apparel, furniture and miscellaneous shoppers goods. See
Glossary for further detail.) '

The Mall;s opening is projected for 1984 when approximately
two-thirds of the programmed space would be occupied. Full operations
“and leasing are expected by the end of 1986.

In common- with major projects of this type, retail productivity
for the center (measured in sales per square feet) will likely achieve
industry norms 3-5 years after opening or, in this case, by the end
of the decade. While some shoppers goods stores will likely exceed
these standards, others will be subject to.a more attenuated market
atceptance so that, on average, the center's sales productivity will

increase gradually during the first 3-5 years after opening.

1/ The New Haven-West Haven SMSA (Standard Metropolitan Statistical
Area) includes New Haven, North Haven, West Haven, Bethany, Branford,
East Haven, Guilford, Hamden, Madison, North Branford, Orange,
Wallingford, Woodbridge and Clinton. See map on page 4.



Retail Impacts

Public Need: Development of the North Haven Mall will meet a public
need presently unserved by current retailing within the metropolitan
New Haven area. The mall will provide a level of retail services that
has been deficient for a considerable time. The proposed mall will
also provide a depth and variety of merchandise not presently avail-
able and anvincreased level of merchant competition which will sharpen
and improve retail services to area shoppers.
‘ The Mall will introduce'one new department store entry to this
marketplace (G. Fox & Company), one expanded department store which
has been present but operating in a nominal and standby facility (J.C.
Penney), and one store that has long been associated with metropolitan
New Haven and seeks to improve its market coverage and penetration (Sears
Rbebuck & Company). Interest has already been expressed in the fourth
anchor. Macy's, which is in a situation comparable to Sears, has retained
an 1hterest in the Mall as has Sage-Allen, a Connecticut based retailing
organization not now located in metropolitan New Haven. These anchor
establishments, coupled with the diversity of specialized stores featured
in the Mall, will fi1l a current void in the metropolitan area retailing
base. They will also provide a higher level of service to consumers
immediately outside the metropolitan area.

The public need for such a regional shopping mall is highlighted
by the New Haven metropolitan area's estimated annual loss as of 1977
of approximately $72 million in expenditures to non-metropolitan retail
facilities. This leakage of sales is projected to increase in the ensuing
decade absent the provision of any new large retail facilities within
the metropolitan area. B8y virtue of its size and location proximate
to the growing suburban ring of metropolitan communities, the proposed
North Haven Mall would reverse that projected leakage of sales and also
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enhance sales flows into the metropolitan area from nearby, non-metropolitan
communities.

Retail Evaluation Approach: This assessment of prospective Mall

impacts within the metropolitan area, in accord with accepted retail
methodology, has taken account of:

-- a delineation of relevant trade areas for major
retail concentrations;

-- an examination of retail sales trends;

-- projected shoppers goods volumes for the metropoli-
tan area under two conditions (covering the inclu-
sion and exclusion of a North Haven Mall);

-- a forecast 1985 and 1990 sales baseline for two
of the metropolitan area's principal centers (namely,
Hamden's Magic Mile and downtown New Haven); and,

-~ a specific assessment of prospective impacts on
those two centers as well as other metropolitan
area retail locations assuming development of the
North Haven Mall.

Trade Areas: The respective trade area penetrations for the pro-
posed North Haven Mall, New Haven's Central Business District and Hamden's
Magic Mile are substantially different as a result of several factors,
including: changing retailing patterns within the metropolitan area;
store representation; and market penetration of primary sectors within
these trade areas.

With respect to changing retailing patterns, downtown New Haven

has increasingly lost ground to other metropolitan area<réf3;1ing nodes.

As reflected in sales trends (detailed further below) and recent shoppers
surveys, downtown's primary trade area has become increasingly constricted,
focusing in large measure on the city itself with some extensions into
close-in areas of nearby suburban towns. Hamden, by contrast, has suc-
ceeded in serving a substantial portion of the metropolitan area's northern
suburban tier and has also gained considerable penetration into downtown

New Haven's primary trade area.
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In terms of store representation and market penetration, the

constriction of downtown New Haven's primary trade area, in common with
cities throughout the Uniteé States, has occurred in relation to changes
within so-called downtown department store "flagship" units. The in-
crease of department store branches in this trade area (as in others
across the nation), has diminished the "magnet" attraction of downtown
stores making them "co-equal" with many others rather than “primary"

or "flagship" units.

Hamden's Magic Mile, by contrast, has consisted largely of discount
department stores whose appeal (given a concentration of such outlets)
is more limited than would be the case with full-line department stores
with complementary shops. In this instance, Hamden has served (and
will continue to serve) an important segment of the marketplace through
the presence of these discount stores.

By virtue of its location near the metropolitan area's growing
;uburban finge, the North Haven Mall fits the evolving department store
strategy for locating branches throughout the metropolitan area to better
access the growth in suburban purchasing power (currently underserved
by the present supply of metropolitan area retail facilities). This
location, coupled with the mall's depth and selection of merchandise,
is expected to achieve strong market penetration in the suburban tier
of the metropolitan area, thereby stemming the substantial outflow of
sales and enhancing sales inflows from nearby non-metropolitan communities.

Retail Sales and Supply Trends: Shoppers goods volumes (measured

in constant 1977 dollars) remained virtually level for the metropolitan
area between 1972 and 1977 (moving from $376.8 million to $374.8 million;
an average annual decline of 0.1 percent). This relatively flat per-
formance, however, masked substantial differences between key centers

within the metropolitan area.



Downtown New Haven shoppers goods sales, for example, were off
an average 3.1 percent per year ($99.4 million in 1972 versus $83.9
million in 1977). Hamden's Magic Mile paralleled the metropolitan aver-
age (off 0.1 percent from $55.5 million to $55.2 million) while the
balance of metropolitan retail centers -- many of them located in subur-
ban communities -- picked up the slack from downtown New Haven with
an average annual increase of 1.2 percent ($222.4 million to $235.7
million).

Supply Changes: During this period the metropolitan area floor

space inventory remained relatively constant. More specifically, about
half of the 400,000 square feet of new space that came on line during
the latter portion of the 1970's was devoted to shoppers goods. This
was primarily in the form of discount department stores which anchored
community shopping centers.

Department Store Strategy: Despite the relatively constant sales

performance reflected by past trends, metropolitan New Haven has been
closely examined by major department stores with respect to corporate
locational strategies for the 1980's. These plans view the metropolitan
area as a "two store" market. Stated in other terms, the level of antici-
pated shoppers goods expenditures coupled with the geographic structure

of the area are viewed as capable of supporting two stores, properly
located, for these retailing organizations. Accordingly, the

proposed North Haven Mall represents an important and Tong planned stra-
tegic move for each of the stores programmed to locate in that center.

Metropolitan Shoppers Goods Sales Qutlook: Sales levels for the

metropolitan area throughout the 1980's has been forecast in relation

to:



-- the outlook for consumer expenditures;

-- sales flows in and out of the metropolitan area;
and

-- two basic conditions reflecting a baseline or "cur-
rent supply" with respect to metropolitan shoppers
goods space and another envisioning a supply addi-
tion in the form of the proposed North Haven Mall.

Key aspects of these component elements of metropolitan area shoppers
goods projections are detailed in this report. Of primary importance
in this analysis, however, has been the nature of shoppers goods sales
flows in and out of the metropolitan area. Shoppers goods sales flows
consist of four principal elements:

-- Sales Outflows: representing consumer expenditures
on the part of metropolitan area residents which

are being spent at locations outside the metropoli-
tan area;

-- Untapped Inflow Potentials: standing for consumer
expenditures of Tndividuals outside the metropolitan
area which are spent at locations also outside of
the metropolitan area;

-- Sales Inflows: accounting for consumer expenditures
on the part of non-metropolitan area residents which
are registered as sales by metropolitan area estab-
lishments; and ’

-- Sales Retention: representing consumer expenditures
on the part of metropolitan residents which are
reported as sales by metropolitan area establishments.

These critical components were measured through analyses that traced
sales and expenditure levels by individual municipalities and major
retail centers. Detailed expenditure-sales comparisons were then estab-
lished in a matrix form of 380 data cells (i.e., 19 expenditure origi-
nations or resident locations and 20 sales destinations or store location-
al points). This evaluation, which utilized shoppers surveys and Con-

necticut Department of Transportation data, revealed that in 1977 the



shoppers goods sales inflows of $92 million was substantially offset

by sales outflows of $72 million.

A key issue in relation to future metropolitan New
Haven retailing pertains to possibilities for both
reversing current sales outflows and maintaining
or increasing sales inflows from non-metropolitan
area residents.

With this background, shoppers goods sales have been forecast for
_ the metropolitan area throughout the 1980's.

Under a baseline condition, which assumes that the inventory of

shoppers goods floor space will remain constant, metropolitan shoppers
goods sales by 1990 would range between $366 million (under a most
conservative "no growth" in per capita real income) to $416 million
(were a likely "one percent her annum" real growth in per capita personal
income utilized). Sales outflows would increase to $76 million under
a "no income growth" scenario and to $87 million under a "one percent
income growth" assumption.

Correspondingly, metropolitan sales have also been forecast under

a second, incremental supply condition, in which substantial additions

of retail space would be anticipated in the form of the proposed North
Haven Mall. This condition would result in both greater sales retention
on the part of metropolitan area consumer expenditures and increased
sales inflows from market penetration into communities outside the metro-
politan area.

With the North Haven Mall, metropolitan area shoppers

goods sales are expected to range from $427 million

(under zero percent growth in real personal income)

to $486 million (under one percent real growth)

by 1990 -- a 17 percent gain in metro sales over
the baseline supply conditicn under either assumption.



Prospective Impacts: The baseline and incremental supply sales

forecasts described above have been utilized to ascertain prospective
jmpacts of the mall upon existing méjor retail nodes in the metropolitan
area. Similar to the approach taken for the metro as a whole , baseline
cales expectations for downtown New Haven, Hamden's Magic Mile and the
balance of the metropolitan area have been projected to 1990, on the
basis of historical capture rates, retai] trends, examination of changing
trade area characteristics and related factors.
Estimated 1990 shoppers gqods’sa]es under the baseline condition for
these areas (measured once again in constant 1977 dollars) are as follows:
New Haven CBD $69.6 million
Hamden's Magic Mile $55.2 million

Balance of Metropolitan Area $291.3 million.

These forecasts are predicated on a most likely income growth,
. in real terms, of one percent per annum. (Under a zero percent income
total metro sales would be approximately 14 percent lower. See Section
I11(D)(4) for detail.) |
Shoppers goods sales at the North Haven Mall are projected at $85

million, in constant terms, for 1990. These prospective sales volumes
for the Mall have been analyzed and forecast by the following principal
components:

-- Sales Leakage Recapture with respect to metropolitan

area expenditures currently flowing to retail estab-

lishments outside the metropolitan area but which
would be retained by the mall;

-- Improved Sales Inflow with respect to consumer ex-
penditures from non-metropolitan area communities
flowing into the metropolitan area which would other-
wise go to non-metro establishments; and,

-- Transfer Sales covering sales diverted from existing
metropolitan centers.

- 10 -



Under the "worst case" -- i.e., no real per capita personal income
growth and the highesf transfers projected in this analysis -- sales
diverted from other metropolitan locations as a resuylt of the proposed
North Haven Mall might amount to $24 million annually by 1990. These
would represent a "transfer" of 6.5 percent from the previously forecast
metropolitan area baseline.

Under ‘the more likely one pércent income growth scenario, transfer
sales in 1990 would amount to $15 million, or about 3.7 percent against
‘total metropolitan area baseline sales.

Such sales transfer impacts would likely be differentiated among
metfopo1itan area retail centers. Downtown New Haven,kfor example,
woqu have to rely increasingly on a more constricted primary trade
area to account for shoppers goods sales. Hamden, by contrast, would
continue to share sales within the suburban tier as well as tapping
other communities on the periphery in much the same fashion as that
anticipated for the proposed North Haven Mall.

Accordingly, it is estimated that the North Haven Mall would have
a limited impact on Magic Mile's shoppers goods sales -- estimated to
be off approximately 9.2 percent ($5.1 million) in 1990 under the "worst
case" scenario of no real per capita personal income growth, and $3.3
million or 5.9 percent assuming a one percent annual income growth.

Downtown New'Haven's shoppers goods sales, correspondingly, would
be affected by a decline of 9.2 percent from its projected baseline
sales in 1990 representing a transfer volume of $6.4 million. Assuming
the more plausible annual income growth of one percent, the ihpact would
shift to $4.1 million or 5.9 percent,

Other metropolitan locations, as a result of the effects noted
for both downtown and New Haven Magic Mile, would be off about 5.1 per-

cent ($12.3 million) from their baseline forecasts in 1990 under the

- 11 -



conservative forecast of zero personal income growth noted above. With

income growth at one percent, jmpacts here are projected at $7.9 million

or 2.7 percent.
For the Town of North Haven jtself, some initial transfers from

existing retail establishments may take place but would, of course,
be dramatically offset by the addition of the mall's sales. These initial
sales impacts may be on the order of tenffo twenty-one percent, in 1990,
against a town-wide shoppers goods sales base of $20 to $26 million

On the other hand, it is anticipated that most retail establish-
ments in the town -- especially along Washington Avenue -- will benefit
from the increased consumer traffic generated by the mall and, in any
event, the mall will increase the town's shoppers goods sa1es {net of

transfers) by some $81-$82 million on top of the $20 to $26 million
baseline projection.
Mitigating Measures: Several steps can be taken to mitigate the

effects of limited shoppers goods sales declines in metropolitan area

retail nodes as a result of the proposed North Haven Mall. Among these

are:

-- Continued and increased attention to overall planning
within affected communities in providing a suppor-

tive retailing envircnment, especially with respect
to key factors of access, parking and other ameni-

ties demanded by contemporary shoppers.

-- Improved merchandising appeal to shoppers within
primary trade areas. In the case of downtown New
Haven, for example, the increasingly constricted
primary trade area for that center relies on the
City itself. Accordingly, downtown merchants must
be more accute in discerning and serving the needs
of that population.

- 12 -



-- Effective action with respect to the changing roles
for downtown areas and other business districts
in relation to office, institutional, and residen-
tial developments. In the case of downtown New
Haven, for example, this would involve deepening
the already established office markets that have
heen tapped in the past, increasing the area's attrac-
tiveness as an entertainment center, improving the
housing inventory for downtown workers and others
with a central place orientation and enhancing retail
opportunities in relation to these "captive" market
segments (workers, residents and other users of
the area).

As a result of all of these steps, the competitive position of
these existing retail nodes can be strengthened and the limited prospec-

tive sales impacts forecast here mitigated.

Fiscal Impacts

Local: The Town of North Haven will receive significant fiscal
benefits from construction and operation of the North Haven Mall. The
~ proposed Mall will produce local property tax revenues substantially
in excess of town costs associated with services required by the Mall.

It is estimated that this "surplus" would be more than $1 million
annually and -- assuming a continuance of today's service levels --
would have the effect of reducing the property tax rate by five percent
town-wide.

Region: From a regional perspective, potential fiscal impacts
have been assessed here in relation to retail sales transfer impacts
within the New Haven-West Haven metropolitan area.

The retail sales diversions to the North Haven Mall may have limited
impact on the fiscal situation of other cities and towns in the metro.
Fiscal impacts have been analyzed assuming a direct reduction of property
values and associated tax revenues resulting from retail sales diversions

within the metropolitan area -- a highly conservative assumption. It
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is ‘unlikely that, on an individual basis, sales reductions associated
with the North Haven Mall will be at such a level as to induce a propor-
tionate reduction or subsequent elimination of such space from municipal
tax rolls. - Therefore, any regional fiscal impacts associated with the
operation of the North Haven Mall are judged to be nominal.

Even assuming a direct, proportionate decrease in a community's
property tax base, the average reduction would be approximately two-
tenths of one percent of a given municipality's total property tax reve-
nues. On a net regional basis, however, property tax revenues would

increase between at least $600,000 and $900,000 annually.

Employment Impacts

The construction and operatfon of the North Haven Mall will create
a substantfa] number of employment opportunities for the residents of
the New Hayen-west Haven SMSA. ‘

Construction: Construction of the Mall will require nearly 11,000
person-months of labor and wi]} generate on the order of $21.8 million
in wéges. These labor requirements will vary over the projected 36
month construction period and are expected to peak from months 13 to
25, as well as in the last 7 months of construction.

It is estimated that on the order of 45 percent of the construction
phase labor requifements would be filled by workers‘from the New Haven
Labor Market Area. Information from the Connecticut Department of Labor
indicates that the construction worker pool in the New Haven Labor Market
Area is sufficient to fill these projected requirements. As such, these
positions will represent an infusion of about $9.8 million in new wages

into the New Haven metropolitan area.
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Operations: The operations phase of the Mall will generate nearly
2,000 permanent jobs (1600 full time equivalent jobs). Approximately
450 of these positions represent potential personnel transfers from
existing metropolitan retail establishments. Net new positions associat-
ed with the operations of the North Haven Mall are therefore projected
at 1,150 full time equivalent jobs in 1990. Between 1,200 and 1,300
of the total 2,000 (full time and part time) positions are expected
to be filled by residents of the New Haven metropolitan area -- an in-
crease of about 3 percent over existing employment in the wholesale
and retail trade sector, and an increase in total regional employment
of between 0.6 percent and 0.7 percent. Wages generated by these net
new positions would be on the order of $8.2 million to $9.5 million
(in today's dollars) and would increase the total wages paid out in
the New Haven Labor Market Area by about 0.4 percent. |

The injection of construction-related and‘ma11 operations wages
: 1ﬁ£o the metropolitan economy will generate additional economic activity
as a result of a "multiplier effect." The construction phase of the
mall will have a one-time impact of $24.5 million in economic activity;
beyond the direct wages paid out. The operations of the Mall, however,
will result in a longer term economic benefit of between $20 million
and $24 million annually. This translates into a potenfial secondary
impact of an additional 760 to 790 jobs in the SMSA.

Land Use Impacts

Development of the North Haven Mall may carry with it the potential
for altering land use patterns in the immediate area. Through secondary

development, or induced growth, the North Haven Mall will generate increas-
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ed shopping activities along Washington Avenue, Valley Service Road

and Mall Drive. Its size will reinforce the area as a commercial corridor
and improve its competitive position. As such, within the physical

constraints of development sites, it is projected that ancillary retail
development is likely to take place along Valley Service Road and on
in-fill sites along Washington Avenue. Also, opportunities for develop-
ment of small-scale office development will be enhanced along Valley
Service Road.

Anticipated development along Valley Service Road would not exceed
60 acres of land, and would be subject to conventional land use controls.
It is reasonable to expect that about 40 percent of the available land
might be developed within the first ten years following the mall openfng,
with the remaining land being developed within the second ten-year period.

Cumulative Impacts

The impact analyses carried out here have been undertaken in a
comparative fashion -- that is, prospective metropolitan retail market
conditions were evaluated with and without the increased retail space
supply represented by the North Haven Mall.

The only other reasonably foreseeable proposal noted in the course

of the EIS preparation for retail supply additions affecting the metro
is a modest (20,000 square feet) increase in the retail floor area of

the existing Connecticut Post Shopping Center in Milford, as well as
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A. Retail Impacts |



# A. RETAIL IMPACTS

Potential retail impacts associated with the proposed North Haven

Mall are discussed here. For ease of review, the materials are organized

as follows:

1. The Public Need
2. General Approach

3. Impact Evaluation

1. Summary Findings

Development of the North Haven Mall will meet a public need present-
1y unserved by current retailing within the metropolitan New Havenl/
area.

Through the addition of approximately 817,000 square feet of shoppers
goods space (out of a proposed project total of 1.1 million square
feet of gross leasable area), existing commercial defipiencies within
the area will be overcome, producing major benefits for local shoppers.
First, through the introduction of new and expanding department and
specialty stores, the depth and variety of retail merchandise within
the metro will be broadened. Also, the increased level of merchant

competition will sharpen and improve the nature of retail service to

area shoppers.

Additionally, through the expansion of the retail supply, projected

metropolitan area shoppers goods sales will increase by approximately

17 percent with the development of the mall.

1/ The terms “metropolitan New Haven," "New Haven metro," "the metro-
politan area" are used synonymously with the New Haven-West Haven
Standard Metropolitan Statistical Area (SMSA) as defined by the
U.S. Bureau of the Census.
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Sales at the North Haven Mall will be generated by recapturing
sales currently flowing to non-SMSA locations, increased sales inflows
and transfer sales from existing SMSA locations (detailed more fully
in the sections following). With regard to transfer sales, the impacts
on the New Haven CBD and Hamden's Magic Mile have been specifically
analyzed.

The impacts projected for these two centers are limited. 1In 1990,
shoppers goods sales in New Haven and Hamden would be off approximately
.5.9 percent each from their baseline levels under the one percent income
growth scenario.

Associated impacts on other major retail centers and towns within
the metropolitan area have been examined as part of this work and have
been found to be limited.

More specifically, these principal conclusions may be summarized
as follows:

Public Need: The North Haven Mall will provide a level of retail
services that has been deficient in metropolitan New Haven for a consider-
able time.

The public need here would be served through a depth and variety
of merchandise not presently available and through an increased level
of .merchant competition which will sharpen and improve the nature of
retail service to area shoppers.

Public need would also encompass such factors as the convenience
to consumers of one-stop shopping in a climate-controlled environment,
safety and security, ease of ingress and egress, and ample parking.

In essence, the modern mall is designed for and caters specifically
to shoppers and affords the opportunity for valuable savings of time

and energy as well as offering a range and variety of merchandise which
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enable comparison shopping in a single location. In 1ight of these
characteristics, it is not surprising that malls have assumed enchanced
popularity as the number of working households grows, and leisure time
becomes increasingly valuable.

Of key significance, the mall will introduce one new department
store entry to this marketplace (G. Fox & Company), one expanded depart-
ment store which has been present, but operating in a nominal and étandby
facility (J.C. Penney), and at least one other store that has been long
associated with metropolitan New Haven and seeks to improve its marketing .
coverage and penetration (Sears). Macy's, which also has been present
in New Haven, continues to have an interest in this center as does Sage-
Allen, which is seeking to serve this market.

These anchor establishments, coupled with the variety and depth
of specialized stores featured within the ma11; will fi1l a current
void within the metropolitan's present retailing base.

Additionally, the presence of this regional shopping center will
obviate the need for metropolitan shoppers to travel to other more distant
points to satisfy their retail requirements and will provide a higher
level of service to consumers immediately outside the metropolitan area.

New Haven CBD and Hamden's Magic Mile Impacts: Anticipated effects

in relation to these two major retailing concentrations have been assessed
in the context of "baseline" forecasts which take full account of past
trends and probable sales levels under varying income growth scenarios.
The impacts projected for New Haven and Hamden have been found to be
limited.

By 1990, under a worst case zero percent income growth assumption,
shoppers goods sales in New Haven and Hamden would be off approximately

9.2 percent each ($6.4 million in the CBD and $5.1 million at Magic
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Mile). With prospective income growth at one percent, these impacts
would reduce to 5.9 percent for each center.

Accordingly, we conclude that the public need served by the prospec-
tivé North Haven Mall would outweigh any adverse economic or retail
effects it might have elsewhere within metropolitan New Haven and, there-
fore, represents an important contribution to the area's retail base.

It-should also be noted that projected total metropolitan area
shoppers goods sales by 1990 will grow by approximately 17 percent with
_ development of the Mall.

2. The Public Need

The principal public need served by the North Haven Mall is the
provision of retail service facilities that have been substantially
unavailable to metropolitan New Haven residents for many years. The
absence of adequate retail facilities has resulted in the diversion
of New Haven SMSA purchasing power to sales destinations beyond metropoli-
tan boundaries. Specifically, in 1977 $72 million of the available
$355 million in metropolitan purchasing power -- 20 percent -- was §pent
in non-SMSA sales locations. These include Connecticut Post in Milford,
Meriden Square in Meriden, Trumbull Shopping Park in Trumbull, West
Farm Mall in Hartford, and Naugatuck Valley Mall in Waterbury, as well
as other smaller retail centers.

Under a baseline situation, that is, static supply conditions,
these sales outflows to non-SMSA sales destinations, or sales leakage,
are projected to increase. In 1990, assuming no growth in personal

income and the continuation of current shopping patterns, sales outflows
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are projected to increase to $76 million. Should personal income growth
exceed these conservative assumptions and increase -- as is likely --

at an annual rate of one percent, sales outflows could amount to $87
million. (For a more detailed discussion and explanation of 1977, 1985
and 1990 sales flows, see Section II under Metropolitan Shoppers Goods
Sales Outlook and Section III(B).)

These problems have been exacerbated by the continued growth and
expansion of suburban communities ringing the central urban core. Popu-
lation gains in these suburban jurisdictions have exceeded those for
the metropolitan area as a whole and comparable levels for the State
of Connecticut (detailed in Section IV(A), Background Economic Indicators).

The North Haven Mall presents an opportunity for satisfying this
long deficient public need.

The principal trade area for the North Haven Mall has been defined
to include the SMSA cities/towns of: North Haven, New Haven, Hamden,

_Wallingford, North Branford, East Haven, Bethany, Woodbridge, Orange,
West Haven, Branford, Guilford, Madison and Clinton. in addition, the
following non-metropolitan locations are included: Durham, Middlefield,
Meriden and Cheshire.

Three major anchor stores have committed to branch locations within
this facility. Two others have expressed interest in participating.

The complement of these stores brings a range and depth of merchandise
selection unavailable to date in a single concentration of activities
elsewhere in the region. The presence of these anchor stores, together

with other mall shops, will enable New Haven area shoppers to satisfy



their retail purchases within one comprehensive planned facility rather
than traveling to many distant points to accomplish the same purpose.

(A more detailed discussion of these anchor stores may be found further

in this section under the heading, Anchor Stores Current Status and

Future Plans.)

Equally as important, the public need can be served within the
near term owing to the plans that have been completed and specific commit-
ments that have been obtained with respect to these anchor stores.
‘No other proposal or plan within the metropolitan area can be "on-stream”
and provide for the public need here in the near term. This, in effect,
means that the presently substantial sales outflows from the SMSA would
continue for the foreseeable future absent immediate development of

the North Haven Mall,

3. General Approach

This evaluation of prospective North Haven Mall impacts has followed
conventional and professionally accepted retail analytic techniques.
These are focused on the metropolitan New Haven area and have traced

sales outflows and inflows in relation to the existing retail complement

of shoppers goods -- i.e., comparison items as contrasted with conveni-

ence commoditiesg/ -- over the next decade.

Paralleling that investigation has been a forecast level of activi-
ties for two principal retail concentrations located in downtown New

Haven and Hamden's Magic Mile. These forecasts have established the

2/ See Glossary for full definition.
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"paseline" -- for the total metropolitan as well as specific retail
centers -- against which prospective North Haven Mall impacts have been

measured.
Specifically taken into account, therefore, as an integral part
of these procedures have been the following:

-- The Trade Areas for North Haven Mall, Downtown New
Haven, Magic Mile and Other Major Retail Centers:
a fundamental point of departure in any analytic
assessment of prospective sales outlook and possible
impacts that might follow from development of the
North Haven Mall.

- Retail Sales Trends: changes in which must be evalu-
ated and interpreted prior to undertaking forecasts
of future retail volumes.

-~ Shoppers Goods Sales Metropolitan New Haven, 1985
and 1990: provide a key reference point for charac-
terizing and quantifying public need in the commer-
cial area as relates to consumer expenditures flowing
out of the region.

Similarly, these volumes -- projected on the basis
of two conditions: covering the inclusion and ex-
clusion of the North Haven Mall -- firmly establish
the basis for assessing prospective impacts for

and among other metropolitan New Haven retail nodes.

-- Prospective Impacts: attributable to the North
Haven Mall with respect to downtown New Haven and
Hamden, in turn, can be directly assessed in the
context of anticipated levels of sales without the
Mall (i.e., the "baseline case") and those forecast
under the condition of a fully operating North Haven
regional center.

This approach, described here in overview and detailed on the pages
which follow, has set the basis for the evaluation of prospective retail
impacts. Corresponding fiscal, employment and land use impacts associ-
ated with Mall development are also noted further below in this report

following detailed discussion of prospective retail impacts.
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4. Impact Evaluation

Paralleling the methodological approach outlined above, this section
assesses prospective impacts on retail concentrations within metropoli-
tan New Haven and covers:

-- a delineation of relevant trade areas;

-- an examination of retail sales trends;

-- projected shoppers goods volumes for the metropoli-
tan area under two conditions covering the inclusion

and exclusion of a North Haven Mall;

-- a forecast 1985 and 1990 sales baseline for Hamden's
Magic Mile and downtown New Haven; and

-- a specific assessment of prospective impacts for

downtown New Haven and Magic Mile assuming develop-
ment of the North Haven Mall.

Delineation of Relevant Trade Areas

North Haven Mall Trade Area: The potential trade area for the

North Haven Mall, as proposed, was initially defined through standard
driving time and competitive center analyses. It was later refined
once detailed sales flow analyses, showing discrete retail sales patterns
throughout regional subareas, were completed, thus enabling a center-
by-center competitive assessment (see Section III(B)(2)).
As such, the North Haven Mall market area has been defined to include
the following:
-- SMSA: North Haven, New Haven, Hamden, Wallingford,
North Branford, East Haven, West Haven, Orange,
Bethany, Woodbridge, Branford, Guilford, Madison

and Clinton.

-- Non SMSA: Durham, Middlefield, Meriden, and Cheshire.

As may be seen further belew in this section, the principal retail
concentrations currently operating within the metropolitan area consist

of downtown New Haven and Hamden's Magic Mile. These two centers each
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registered $100 million or more in total retail sales for 1977 (the
last year for which comprehensive data are available), a level consider-
ably above any other location within the region.
Trade areas for these two retail concentrations have been estab-
lished through:

-- an examination of previous studies undertaken within
the area; and

-- complementary shoppers surveys carried out in the
course of this EIS study.

New Haven/Hamden Trade Areas: New Haven's central business

district and Hamden's "Magic Mile" serve trade areas that are clearly
different although with some significant overlaps. As noted further
below, these trade areas are measurably different from that anticipated
for the proposed North Haven Mall although again there are important
pverlaps.

Primarily on the basis of a prior survey completed in December 1977
for the City of New Haven by Halcyon, Ltd., the market or trade area
for the New Haven CBD has been defined as the New Haven-West Haven SMSA
or metropolitan area. Approximately 90 percent to 95 percent of the
downtown's sales are drawn from this area. The CBD's principal trade
area, however, covers ten communities and contributes nearly 90 percent
of its sales.

Eighty percent of the shoppers identified in the Halcyon survey
were drawn from a "core area" consisting of the city itself and a ring
of five additional communities immediately surrounding New Haven. Forty-
three percent were from New Haven alone.

Thus, while the total trade area of the CBD appears to cover a
large geographic area, its market coverage in the metropolitan area

is quite constrained.
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Although the trade area for Hamden's Magic Mile is substaﬁtial]y
similar to the CBD, Halcyon and Gladstone surveys for Hamden's Magic
Mile show a more diffuse distribution of patrons throughout the metro-

- politan area. Stated in other terms, Magic Mile has a deeper market
penetration in outlying suburban areas than does downtown New Haven.
I1lustratively, "Magic Mile" drew nearly one half of its patrons from
cities/towns located outside of downtown New Haven's primary market
area.

Thus, this and other suburban centers have already gained appreciable
sales penetration into the relatively confined areas representing down-
town's "primary trade area" and source of principal patronage. As well,
these outlying centers have substantially penetrated the suburban areas
which are not being fully served by the New Haven CBD. It is in these
suburban areas that population growth has been and is projected to continue
to occur. (See Section IV (A), Background Economic Indicators).

On the strength of survey results and close examination of metro-
politan retailing patterns, market areas for both downtown and Hamden

have been delineated as follows:
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DOWNTOWN NEW HAVEN AND MAGIC MILE TRADE AREAS

Downtown
Trade Area New Haven Magic Mile

Primary New Haven New Haven
Hamden Hamden
North Haven North Haven
West Haven Cheshire
East Haven Wallingford
Branford

Secondary Woodbride Bethany
Orange North Branford
East Haven Branford
Bethany Woodbridge

Note: Definition of primary and secondary trade areas is included
in the Glossary.

Other Retail Concentrations: Trade areas have also been identi-

fied for a number of other principal retail centers within the region.
As a result, it was possible to identify and assess possible overlapping
trade areas for various centers. It was also possible, using the detailed

sales flows matrixl/ (described more fully under Shoppers Goods Sales

Flows in this section) to evaluate sales which may be flowing outside
of the SMSA.

These include:

Connecticut Post in Milford;

Trumbull Shopping Park in Trumbull;

Naugatuck Valley Shopping Center in Waterbury;

1
i

Meriden Square in Meriden; and

West Farms in West Hartford/Farmington.
Trade areas for certain of these centers as well as that expected

for the North Haven Mall may be seen graphically in the map which follows.

1/ This sales matrix details 1977 sales flows from the city/town of
origination to 20 SMSA and non-SMSA sales destinations. A complete
description and analysis are included in Sections III(B) and (C).
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Retail Sales Trends and Current Supply Conditions

As reported by the Census of Retail Trade (and adjusted by Gladstone
Associates to account for under-reporting in State Sales Tax -- see
Section III(D)(1), Methodology), metropolitan area shoppers goods sales
measured in constant 1977 dollars were approximately $376.8 million
in 1972 and $374.8 million in 1977.

A summary comparison of these changes relative to total retail

sales follows:

" METROPOLITAN AREA SALES TRENDS
1972-1977
(In Millions of 1977 Constant Do]lars)l/

Sales-
Shoppers
Year Total Goods
1972 $1,072.4 $376.8
1977 $1,068.0 $374.8

1/ Adjusted by retail price indices as reported
by the Bureau of Labor Statistics.

Note: 1972 and 1977 volumes adjusted to reflect
state sales tax underreporting. Total sales
exclude automotive dealers and service stations.

As examined in greater detail further below in this
report, the sales components of metropolitan area
retail volumes in 1977 were influenced appreciably
by inflows and outflows of consumer expenditures.
Specifically, an estimated $72 million in metropoli-
tan New Haven resident consumer expenditures --
representing approximately 20 percent of the area's
purchasing power for shoppers goods -- flowed out

of the region to other locations. This substantial
nsales leakage" underscores the conclusion that

the present scale and character of retail establish-
ments are not sufficient to capture these potential
metropolitan area expenditures. (See Section III-

(0)(2).)
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New Haven Sales Trends: In the course of the same period, down-

town New Haven's sales -- measured in constant 1977 dollars -- went
from approximately $121 million in 1972 to $104 million in 1977; an
average annual decline of $3.4 mi]fion (2.9 percent).

The level of overall retail volumes and shoppers goods sales for

the central business district is shown in the table directly below.

DOWNTOWN NEW HAVEN RETAIL SALES
1972-1977
(In Millions of 1977 Constant Do11ars)l/

Shoppers
Year Total Goods 2/
1972 $120.9 $ 99.4
1977 $103.9 $ 83.9
Average Annual Change: 1972-1977
Volume -$ 3.4 -$ 3.1
Percent -2.8% -3.1%

1/ Adjusted by retail price indices as reported
by Bureau of Labor Statistics.

2/ 1972 shoppers goods sales reported by Halcyon
and Regional Planning Agency memorandum dated
March 8, 1979.

Note: 1972 and 1977 volumes adjusted to reflect
state sales tax underreporting.

Hamden Trends: Hamden's total retail sales for 1972-77 went

from approximately $106 million to $103 million -- a yearly decline
of $600,000 or 0.6 percent.

It is important to note that by the end of the 1970's, Hamden's
Magic Mile district matched downtown New Haven's sales volumes, bringing
it in line with the City's central business district as one of the metro-

politan area's principal retail centers.
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In the course of these changes, New Haven maintained a major share
of shoppers goods sales but:-continued to lose its relative position
with respect to Hamden's Magic Mile -- where shoppers goods volumes
remained level in constant terms in the face of downtown's decline.

Sales trends for Hamden are presented in the table which follows.

HAMDEN'S MAGIC MILE RETAIL SALES
1972-1977
(In Millions of 1977 Constant Do]]ars)l/

Shoppers
Year Total Goods
1972 $106.3 $55.5
1977 $103.4 $55.2
Average Annual Change: 1972-1977
Volume -$ 0.58 -$ 0.07
Percent -0.6% -0.1%

1/ Adjusted by retail price indices are reported
by Bureau of Labor Statistics.

Note: 1972 and 1977 volumes adjusted to reflect
state sales tax underreporting.

Other Metropolitan Locations: Overall, realignments in metro-

politan area sales for 1972-77 reflected continued erosion in downtown's
relative position.

As central business district volumes declined and Magic Mile remained
relatively stable, other retail locations within the metropolitan area
gained in both total retail sales and those for shoppers goods. These
changes reflected a shift in area-wide retailing when viewed against

the broader context of state and regional trends.
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New Haven declines, for example, were contrary to changes taking
place elsewhere. In Connecticut, shoppers goods sales were up approxi-
mately 1.1 percent per annum between 1972 and 1977. More widely, southern °
New England (consisting of Connecticut, Massachusetts and Rhode Island)
showed average gains of 0.5 percent per year for the corresponding period.

The relatively level performance for shoppers goods volumes in
Hamden generally approximated changes for southern New England. Down-
town New Haven, on the other hand, showed reverses in the face of a
relatively stable level of shoppers goods volumes for the metropolitan
area between 1972 and 1977.

The table below reflects these changes in shoppers goods sales

for the respective areas under examination here.

‘ SHOPPERS GOODS SALES
(In Millions of 1977 Constant Dollars)

Average

Annual

1972 1977 Change
New Haven CBD $ 99.4 $ 83.9 -3.1%
Hamden's Magic Mile $ 55.5 $ 55.2 -0.1%
Balance of Metro $ 222.4 $ 235.7 1.2%
Metropolitan Area $ 376.8 $ 374.8 -0.1%
State of Connecticut - $2,607.7 $2,752.9 1.1%
Southern New England $8,162.9 $8,347.3 0.5%
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Recent Supply Changes: Shifts in metropolitan retail sales noted

above took place without anylsignificant addition of commercial floor
area for the 1972-77 period. Specifically, about 400;000 square feet
of new space (of which about one half was devoted to shoppers goods)
came on line throughout the latter portion of the 1970's in significant-
ly sized shopping centers.

This floor space was accounted for by the Woolco Plaza in North
Haven (135,000 s.f.), the Wallingford Shopping Plaza (135,000 s.f.)
and the Peck Lane Plaza in Orange (152,000 s.f.).‘ The Woolco Plaza
opened in 1973 and the others in 1974. These centers are primarily
convenience in orientation, anchored by food stores and/or discount
department stores. The suburban location of these new centers under-
scores once again that retail establishments have tended to locate in
areas in which population growth has or is expected to occur.
. Wwhile other retail space may have been added in free-standing and
neighborhood centers, this nominal increment of retail floor space indi-
cates that the metropolitan area's retail inventory in community and
regional shopping centers§/ was relatively unchanged for the period.

Current Supply Conditions: Within metropolitan New Haven, there

are currently two major retail centers -- downtown New Haven and Magic
Mile in Hamden.

In addition, a series of other centers outside of the metropolitan
area serve segments of the local population. Illustratively, Connecti-
cut Post Plaza in Milford covers several towns on the southwestern edge
of metropolitan New Haven while West Farms and Meriden Square accom-

modate a number of communities on the northern edge.

3/ See Glossary for full definition.
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Fach of these centers is regional in scope, encompassing from 500,000
to one million plus square feet of retail space and including two or
more anchor stores as major tenants.

The majority of the space in these centers is typically occupied
by department stores and specialty retail establishments selling Shoppers
goods merchandise. These retail lines, also termed GAF, include general
merchandise, apparel, furniture and miscellaneous shoppers goods. Other
types of retailing establishments in these shopping centers include
convenience stores (food and drug) as well aé restaurants and miscel-
laneous stores of various types. Personal service establishments, such
as banking, hairdressers, optometrists, etc., may also be represented.

The specialty retail stores (within the shoppers goods category)
tend to carry more limited retail lines but products that are generally
found within standardized department stores. These products are those
for which consumers engage in considerable comparison shopping before
making their purchases.

The major retail centers identified above and the shoppers goods
supply represented here are concentrated at the periphery of the central
and western portions of the metropolitan area where there are larger
population centers. By contrast, communities to the east tend to be
less populated and as a result are not well served by any large retail
concentrations.

The extensive highway network that links the SMSA to other nearby
metropolitan areas and the proximity of various regional centers to
one another leads to an overlapping of trade areas among regional centers,

characteristic of retailing patterns throughout the United States.
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The map on the following page graphically displays the locations
of these centers for which more detailed information is provided in

Section III (B).

Anchor StoresACurrent Status and Future Plans: Department stores,

both with respect to their locations and coverage, are of prime impor-
tance in understanding area-wide retailing patterns.

This understandiné, moreover, is essential to any impact analysis
since these stores exert a predominant influence as "major retailers"
in the existing and future retail supply distribution governing any
area.

Since retailing is a highly competitive field in which all retailers
-- especially large chains -- are constantly vying for increased volumes
through improved sales penetration and market position, the current
status and future plans of these "anchors" presents an important point
of departure for evaluating future impacts between and among major centers.

The position of major department stores is both a function of their
individual retailing strengths as well as a combinatioh of stores that
work together in providing an overall or total retailing environment.

The development form that can accommodate this type of cooperative
action increasingly has been the creation of comprehensively planned
centers which make avai]ab]e_physica] space appropriately configured
to accommodate both anchor stores and associated specialty retailers
in so-called "mall shops."

Together the two groups complement one another and make available
a full line of retailing services that will be both attractive and viable

in the marketplace.
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SLLECTED SHOPPING CENTIRY

Map
Key  Mame/Location
ShsA
1 Chape) Square Mall
New Haven
2 Magic Mile, Hamden
A. Hamden Plaza
8. Hamden Mart
C. Caldor Shopping Center
D. Sears
3 Acme Mall
Hamden
4 Woolco Plaza
North Haven
5 North Haven Shopping Center
North Haven
6 Wallingford Plaza
¥allingford
7 Wallingford Shopping Plaza
Wallingford
8 Frontage Road
East Haven
9 Branhaven Plaza
Branford
10 tranford Shopping Plaza
Branford
n Amity Road Shopping Center
New Haven
12 Peck Lane Plaza
Orange
13 Whiteacre
Orange
Non-SMSA
14 Ansonia Mall
Ansonia
15 Orange-Derby Shopping Center
Derby
16 Caldor Shopping Center
Derby
17 Valley Shopping Center
Derby
18 Connecticut Post Shopping Center
Milford
19 Milford Plaza
Milford
20 Trumbull Shopping Park
: Trumbull :
21 Lafayette Plaza
Bridgeport
22 Naugatuck Valley Mall
Waterbury
23 Meriden Square
Meriden
20 Meriden Mall
Meriden
Not Westfarms
Shown vest Hartford
Source:

Macy's, Malley's (vacant)

Caldors, Pegnataro’s Food

Xings, Pegnataro's Food

Alecxanders, Stop & Shop,

1280 )
Date Totsl
Opened Square feet  Major Tenmants
1967 600,000
1955 300,000 Marshalls, Child World
1960 300,000 Bradlees, Stop & Shop,
Howlands
N/A N/A
N/A N/A Sears
1970 201,600
1973 135,000 Woolco, Food Mart
1950 N/A Stop & Shop
1969 129,500 Caldor, Food Mart
1974 135,000 K-Mart, First National
N/A N/A K-Mart, AP, Bradlees,
Stop & Shop
1972 175,012 Caldor, Food Mart
N/A N/A Woolco, Stop & Shop
1961 131,200 Stop & Shop
1974 152,000 Woolco, ASP
N/A 252,000 Sears®, Marshall's
Stop & Shop
197 180,870 K-Mart, Finast
1973 175,012 Reads, Klarides
1974 230,000 Caldor, Shop Rite
1958 130,000 Bradlees, ‘looiworths,
Stop & Shop
N/A 800,000
Caldors
1958 125,000 Kings, Finast
1963 834,000 6. Fox, Reads
1968 720,000 Sears, Gimbels
1969 500,000 G. Fox, Sears
197 546,000 J.C. Penney, G, Fox'
N/A 300,000 Stop & Shop
1974 1,009,115

G. Fox, J.C. Penney,
Sage-Allen

Shopping Center Directory; Gladstone Assocliates Field Survey.
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Locational decisions on the part of major retailers
represent a substantial long-term investment which
must ultimately be based on decisions to access
substantial and sustainable sales levels. These
decisions, which are arrived at through deliberate
and painstaking internal evaluations, take special
account of location, highway access, potential in-
creased market penetration and -- of equal impor-
tance -- a variety of considerations in conjunction
with a proposed regional center's physical configura-
tion. Corporate strategies for major retail organi-
zation in relation to branch locations take account
not only of individual sites but also possible future
locational decisions of other competitive retailers.
Thus, anchor stores singly and in combination are

a major influence on the structure of regional retail-
ing.

With that background, the current status and anticipated plans
of department stores presently operating or seeking to enter the New
Haven area has been fully reflected in the impact study presented herein.
A brief summary of the current status and future plans for these organi-
zations -- based on direct discussions with market analysts, real estate

managers and other representatives of the companies in question -- follows.

Sears, Roebuck and Company

As with all other organizations approached in the course of this
evaluation, corporate management here views the New Haven area as a
"two-store" region. Stated in other terms, the level of anticipated
shoppers goods expenditures coupled with the geographic structure of
the region is viewed as capable of supporting two stores, properly located,
for a single major retailing organization.

Both of these stores would be full-line operations providing, across
the board, all of the commodities and services that the organization

js capable of delivering.
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Sears presently operates a 100,000 square foot facility within
the Magic Mile district in Hamden. This store is not inadequately sized
to meet Sears' corporate plans for this portion of the New Haven metro-
politan area. ‘

As a result, the corporation has planned to move into the proposed
North Haven Mall thereby upgrading the size and providing contemporary
fixturing in its new facility. While no official policy has been estab-
Jished, it seems likely that Sears would no longer maintain its Hamden
operation given the proximity of this location to the North Haven Mall
site. (As noted elsewhere within this report, however, the space that
might be vacated in Hamden is viewed as an excellent retail facility
and 1ikely would continue in retail use.)

Sears also operates a 60,000 square foot store at White Acres Shop-
ping Center in Orange. While no specific plans have been made in rela-
tioq to that operation, it would continue for the foreseeable future
as part of the "two-store" strategy noted above.

8. Fox
This long-established Connecticut-based department store does not

presently operate a branch within the metropolitan New Haven area.
Nevertheless, G. Fox has served segments of the metropolitan market
through peripheral stores at Meriden Square to the northeast and Naugatuck

Valley Mall to the northwest and Trumbull Shopping Park to the west.

In line with a corporate strategy now in place, G. Fox's first

entry into the market would be the programmed North Haven Mall store.
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Thereafter, further deliberation will be given to the possibility
of a second store in light of the organization's present branches which

include the aforementioned Meriden and Naugatuck Valley and Trumbull

outlets.
Patently, the commitment made to North Haven indicates G. Fox's
perceptions of area purchasing power and its desire to increase market

penetration with respect to this, as yet, unserved part of the state

vis-a-vis its other store locations.
J. C. Penney
Currently operating a full line store at Meriden Square consisting

of approximately 140,000 square feet and a nominal 12,000 square foot

outlet on Washington Street in North Haven (as a temporary solution

awaiting development of the North Haven Mall), this chain has formulated

a "two-store" strategy to serve south central Connecticut for some time.

At present, the immediate plans for J.C. Penney contemplate a North
Haven Mall branch, replacing a_simi]ar operation (though of a smaller
and somewhat older design) which formerly operated within Hamden's Magic
Mile.

Discussions with market analysts and management officials conducted
in the course of this evaluation indicated that no other near-term plans
are in place with reference to a second location either directly within
metropolitan New Haven or on the periphery that might serve areas to
the west.

The Fourth Anchor

Two other department stores, Macy's and Sage-Allen, have expressed

a strong interest in participation in the Mall.
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Macy's remains committed to continued operations in the New Haven
central business district, where it has a store of approximately 200,000
plus square feet featuring a full line of merchandise. The store seeks to
complement that unit to gain greater penetration into new market areas
to the north and east of its downtown branch.

Sage-Allen, a Connecticut based department store, has expressed
a continuing interest in participating in the proposed Mall. This intent
has been reaffirmed most recently by the store's management, which remains
" committed to serving the soufh-central position of the state through
its long range corporate plans.

Other Department Store Representation

The Edward J. Malley store in downtown New Haven's Chapel Square
Mall was the only other major, non-discount department store in the
metropolitan area at the time the DEIS was prepared. It has since discon-
tinued operations. This development, which occurred in Spring of 1982,
resulted from inadequate sales which likely reflected downtown's limited
trade areas. It occurred despite various management attempts to reverse
sales declines.

Discount: A1l other retail nodes of consequence are principally

anchored by discount department storeslf and/or large scale supermarkets.

Included here are such operators as:

-- Bradlees, at:

- Magic Mile in Hamden;
- Frontage Road in East Haven;
- Valley Shopping Center in Derby;

-- Caldors, at:

- Wallingford Plaza in Wallingford;
- Branhaven Plaza in Branford;

- Caldor Shopping Center in Derby;
- Connecticut Post in Milford;

1/ See Glossary.
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-- K-mart, at:

_ Wallingford Plaza in Wallingford;
- Frontage Road in East Haven;
- Ansonia Mall in Ansonia;

~Zayres at Orange/Derby Shopping Center in Derby;

Woolco, at:

- Valley Shopping Center in Derby;
- Peck Lane Plaza in Orange;
Washington Street in North Haven;

-- Kings, at:
- Milford Shopping Center in Milford;

-- Acme Mall in Hamden.

These discount stores represent a different retailing character
compared with the conventional department stores described earlier.

As such they occupy a different niche in the retail market place
by featuring, as a primary shopping orientation, less expensive goods
and services and, for the most part, specializing in soft goodsl/ with
selective appliance presentations.

Virtually all significant metropolitan area shopping nodes (defined
as those with 100,000 square feet or more) with the exception of down-
town New Haven rely heavily on convenience retail outlets (principally
supermarkets) and one or two discount anchor stores with a limited variety
of retail lines. |

There are a number of retail centers located outside the SMSA which

offer a full range of shoppers goods stores and feature in-depth selec-

tions in price and product lines. ‘These centers enjoy a substantial
sales penetration into the New Haven metropolitan area (as described

more fully below.)

1/ See Glossary.
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In addition to these retail concentrations, there are a number
of strip commercial and free standing commercial centers within various
metropolitan area towns. These tertiary retailing places primarily
serve the retailing needs of the residents of the towns in which they
are located. As such, they have limited market penetration. Thus,
their individual roles in the larger, metropolitan retailing picture
is not significant in comparison to those major retail centers which

have been examined in greater detail earlier in this report.

Metropolitan Shoppers Goods Sales Outlook

The level of metropolitan shoppers goods sales to 1985 and 1990
has been forecast in relation to the following factors:
-- the outlook for consumer expenditures;

-- sales flows in and out of the metropolitan area;
and

-- two basic conditions reflecting a baseline or "static
supply condition" with respect to metropolitan shoppers
goods space and another envisioning a substantial
increase in supply in the form of the proposed North
Haven Mall.

Key aspects of each of these component elements of metropolitan
area shoppers goods sales projections follow in the paragraphs below.

Consumer Expenditures: Demand for goods and services is a function

of income available and expended on retail purchases by individuals
and households residing within a given area.
This demand is a critical variable in understanding the nature
of retailing no matter where such dollars are ultimately spent. Typical-
ly, consumer expenditures are largely "captured" within the trade area
in which they are generated while some portion is diverted elsewhere

in the form of so-called "sales leakage."
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Thus, consumer expenditures are not properly measured by the level
of sales registered within a given geographic area. Rather, this demand
is a function of three principal elements encompassing:

-- population;

-- personal income; and

-- the ratio or percentage of aggregate personal income
typically spent for retail goods and services.

Consumer expenditure patterns for metropolitan New Haven have been
carefully examined in light of these factors as noted immediately below.

Population/Personal Income: Economic indicators reflecting

population and income trends in the immediate past are readily available
from United States Census and other (state published) materia1§ on a
town-by-town basis.

In general population in the SMSA has increased moderately over
the last decade -- 0.2 percent annually from 1970 to 1980. The popu-
. lation in the city of New Haven has continued to decline from 152,000
in 1960 to 137,700 in 1970 to 126,100 in 1980. At the same time, growth
in the suburbs has continued at a rate of 0.7 percent annually since
1970. At the present time about 70 percent of the SMSA population is
living in areas outside of the city of New Haven.

Per capita income in the SMSA was estimated at $6,334 in 1977.

In combination these two factors represent (what is termed) aggre-
gatevpersonal income. (See Section III(A) for detail.)

Expenditures as a Percent of Aggregate Personal Income: By

contrast, the relationship of consumer expenditures to aggregate personal
income is not readily available in published form. Rather, such a ratio

or percentage may be derived by identifying -- in the context of larger
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geographical areas -- an “edui]ibrium point" where purchasing power
represented by individuals living within that area is judged to be in
balance with actual sales recorded.

Thus, in comparing sales against aggregate personal income it is
possible to obtain a ratio which represents the "level of expenditures
as a percent of aggregate personal income."

This relationship was given careful attention in the course of
the study reported herein. The southern New England area -- consist-

" ing of Connecticut, Massachusetts and Rhode Island -- was selected as
being most representative of a region in balance or in "equilibrium"
for this purpose based on the following premises:
-- the overall economic base of this large, multi-state
region presents similar characteristics for the
states individually as well as within sub-areas
of the states;
-- on balance, retail dollars flowing into the area
were offset by retail dollars flowing out resulting
in a net equilibrium.

Since the sales inflows and outflows within southern New England
appear to be balanced, the region represents an appropriate "prototype"
to calibrate the likely level of expenditures as a percentage of aggre-
gate personal income for persons residing in metropolitan New Haven.

Accordingly, our analysis of the region in both 1972 and 1977 shows
that shoppers goods sales as a percentage of aggregate personal income

remained a constant 13.6 percent. The results of these evaluations,

confirmed by 1980 census data are reflected directly below:
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RETAIL SALES AS A PERCENT OF INCOMEL/
SOUTHERN NEW ENGLANDZ/

1972 - 1977
(In 1977 Constant Do11ars)§/
1972 1977
As a As a
Percent Percent
Aggregate Aggregate
» Number Income Number Income
Population $ 9,694,132 - $ 9,755,154 --
Per Capita Income $ 6,170 -- $ 6,307 --
Aggregate Income
(000's) $59,812,794 -- $61,525,756 --
Shoppers Goods’ ’
Saies {000's)
General
Merchandise $ 4,040,784 6.8% $ 4,115,353 6.7%
Apparel $ 1,689,143 2.8% $ 1,805,344 2.9%
Furniture $ 1,519,288 2.5% $ 1,363,258 2.2%
Miscellaneous : :
Shoppers Goods § 913,718 1.5% $ 1,063,327 1.7%

Total $ 8,162,933 13.6% $ 8,347,282 13.6%

1/ Adjusted to reflect State Sales Tax.
2/ Includes Rhode Island, Massachusetts and Connecticut.
3/ Converted using total CPI for income and retail CPI for sales.

Source: U.S. Census of Retail Trade; U.S. Census pP-25 Estimates; Gladstone

Associates.

The data cited above reflect a restatement of 1972

sales in constant 1977 dollars to account for the effects
of inflation. This "constant dollar analysis" in rela-
tion to past trends is consistent with a similar constant
dollar evaluation for future conditions as projected

further below in this report.

Metropolitan New Haven Shoppers Goods Expenditures 1972-77: On

the basis of overall population and income patterns discussed more fully
elsewhere in this report (Section III(A), Background Economic Indicators),
metropolitan shoppers goods expenditures in 1977 have been estimated

at $354.7 million (in constant 1977 terms), up slightly (0.3 percent

annually) from an estimated $350.4 million in 1972.
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These changes for the entire metropolitan area were a function
of a modest increase in population and, of key importance, sizeable
increases in personal income -- almost at one percent per annum in real
terms -- despite the mid-1970's recession. Virtually all of these gains
took place in the suburban fringe areas. Equally as significant, the
level of consumer expenditures for shoppers goods varied between the
core city of New Haven and other communities in the metropolitan area.

By way of illustration, the total urban core expenditure declines
for 1972 to 1977 occurred 1nvtﬁe central city while other cities and

towns in the urban core registered minor increases (see Section III(B)(1),

Retail Trends). By contrast, the balance of the metropolitan area --
all of which would be served by the North Haven Mall -- showed reasonably

strong average annual increases, as may be seen in the table which follows.

SHOPPERS GOODS EXPENDITURES
NEW HAVEN SMSA
1972 - 1977
(In Thousands of 1977 Constant Dollars)

Average

Annual

1972 1977 Change
Urban Corel’ $204,062.5  $194,102.4 -1.0%
Balance of SMSA  $146,364.9  $160,834.3 2.0%
Total SMSA $350,427.4  $354,936.7 0.3%

1] Includes New Haven, East Haven and West Haven
Source: Gladstone Associates.

-- The preceding analysis of consumer expenditures
for shoppers goods within metropolitan New Haven
provides basic information upon which to analyze
sales flow in and out of the area as noted immediate-
ly below.
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Shoppers Goods Sales Flows: Of key interest to this analysis is

an understanding of the flows of sales into and out of the metropolitan

New Haven area. Metropolitan (SMSA) shoppers goods sales for 1977 (the
most recent year for which census information is available) were com-

pared against an estimated level of SMSA consumer expenditures as presented
in the table below. (Expenditures were estimated at 13.5 percent of
aggregate income. See Sectjon I1I(D), Methodology). This comparison
indicates the general direction of sales flows within the metropolitan

area which showed a modest net inflow for 1977,

Metropolitan Shoppers Goods Sales $374.8 million
Metropolitan Area Consumer Expenditures $354.7 million
Net Inflow $ 20.1 million

Net Inflow as a Percentage of
Metropolitan Shoppers Goods Sales 5.4%
Of importance, however, is the detailed sales flows, on a town
by town basis, into and out of metropolitan New Haven since these reflect,
along with other factors noted earlier, the central information with
respect to the public need for the retail services to be provided by
the North Haven Mall. Four principal aspects of sales flows have been
jdentified in this respect:
-- Sales Outflow representing consumer expenditures
on the part of metropolitan area residents which

are being spent at locations outside of the metro-
politan area;

-~ Untapped Inflow Potentials standing for the consumer
expenditures of Tndividuals outside of the metropoli-
tan area which are spent at locations also outside
of the metropolitan area;

-- Sales Inflows accounting for consumer expenditures
on the part of non-metropolitan area residents which
are registered as sales within metropolitan area
retail outlets; and

- 49 -



-~ Sales Retention representing consumer expenditures
on the part of metropolitan area residents which
are reported as sales by metropolitan area establish-
ments.

Each of these individual components of consumer expenditures have
been carefully examined in the context of this technical memorandum.

The methodology employed in this respect is detailed in Section
II1(D), of this report. (A graphic portrayal of the analysis techniques
engaged here together with the logic associated with this approach may
be seen in the exhibit which follows.)

The process starts with reported sales for major retail centers,
individual municipalities and the metropolitan area as a whole as set
forth in the United States Census of Retail Trade. In addition, previous-
1y noted data on population, income and expenditure patterns have been
utilized to establish control totals for overall shoppers goods sales
and expenditure levels for each of the municipalities and selected major
retail centers under examination.

Critical to this latter analysis -- i.e., tracing sales and expendi-
ture levels by mUnicipality and major retail centers -- has been detailed
short-purpose trip data published by the Connecticut Department of Trans-
portation. These trip data detail, by sub-municipal zone, the origi-
nation and destination of all short purpose trips in the state. Through
this analysis it was possible to estimate sales destinations of expendi-
tures originating from each town within the SMSA. This process is ex-
plained more fully in Section III(D), Methodology.

On the basis of this information, detailed expenditure-sales compari-
sons were carried out in matrix form for 380 data cells (i.e., 19 sales

originations and 20 sales destinations or store locational points).
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In summary form, the results of this analysis of 1977 shoppers

goods expenditures in relation to reported sales may be seen in the

Table which follows.

SHOPPERS GOODS SALES FLOWS
NEW HAVEN SMSA

1977
Sales Components Volume (000's)
Metropolitan Shoppers Goods Sa]esl/ ' $374,813
Sales RetentionZ/ $282, 959
sales Inflowss/ $ 91,854
Metropolitan Consumer Expendituresi/ $354,701
Sales Retention 2/ ‘ $282,959
sales OutflowsY $ 71,742
Net Inflow ($91,8543 - $71,742%) $ 20,112

Note: The following footnotes key the above summary figures

Y

2/

3/
4/

5/

to the detailed sales flow matrix for 1977 which is pre-
sented on the two tables which appear later in this section.

Represents the sum of all SMSA columns ("Center Within SMSA"
and "SMSA Cities/Towns") and equals sales reported by U.S.
Census Bureau and adjusted for sales tax by Gladstone Associ-
ates, as noted.

Represents sum of all data cells falling within the "SMSA
Cities/Towns" rows and columns headed either "Centers Within
SMSA" or "SMSA Cities/Towns."

Difference of the first two lines, by definition.

Total of "Shoppers Goods Purchasing Power" column for "SMSA
Cities/Towns" rows.

Difference of the preceeding two lines, by definition.

Source: Gladstone Associates.

Specifically, the analytic approach jdentifies discrete components

of sales flows in relation to metropolitan area shoppers goods expendi-

tures on the one hand and reported sales by metropolitan establishments

on the other.
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By tracing the flows in the table above, retail establishments
within the metropolitan area reported 1977 shoppers goods sales of $374.8
million. The analysis’indicates that only $283.0 million of this total
came from metropolitan area residents. Thus, $91.8 million originated
with non-metropolitan residents and is labelled "Sales Inflow."

Further, the analyses indicate that people 1iving within the metro-
politan area actually spent $354.7 million on shoppers goods in 1977.

As noted above, however, only $283.0 of this total was spent at establish-
ments inside the metropolitan area. Thus, metropolitan residents spent
$71.7 million on shoppers goods at retail stores located outside the
metropolitan area. This element is labelled "Sales Outflow."

The two tables which follow display the full detail for 1977 sales
flows keyed to the summary table above.

A key issue posed in relation to the future outlook of metropolitan
New Haven retailing patterns, with respect to public need, pertains
to possibilities for reversing current sales outflows and maintaining
or increasing sales inflows from non-metropolitan area residents.

Additionally, a delineation 6f the components of sales flows as
set forth above also serves as a basis for estimating likely future
shoppers goods sales within the metropolitan area under "baseline" condi-
tions as well as those pertaining to added retail supply -- the two
conditions which have been postulated with respect to examining both
the outlook for metropolitan area retailing and prospective impacts

on existing retail concentrations as covered in the sections which follow.

Shoppers Goods Sales Baseline -- 1985-1990: Metropolitan area
shoppers goods sales levels anticipated for the mid and end of the present
decade have been established by two scenarios. The first of these --

the baseline condition -- assumes that the inventory of shoppers goods
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DISTRIBUTION OF SHOPPERS GOODS PURCHASING POWER TO MAJOR RETAIL CENTERS
NORTH HAVEN MARKET AREA
1977
{(In Thousands of 1977 Constant Dollars)

Shoppers Centers Mith SMSA Centers Outside SMSA ;ﬁﬂgzz:i
Goods New Trumbull Subtotal Goods
Purchasing Haven Miracle white Subtotal Connecticut Shopping Meriden West  Naugatuck Outside Purchasing
Power C8D Mile Acres SMSA Post Park Square _Farms Valley SMSA Total Power

North Haven 22,311 6,631 5,669 133 12,433 52 0 729 560 43 1,384 13,817 8,494
New Haven 84,720 36,705 9,035 2,249 47,989 455 467 487 261 77 1,747 49,736 34,984
Wallingford 32,182 1,025 7,145 68 8,238 32 0 4,970 2,129 121 7,252 15,490 16,692
Hamden 47,900 6,651 20,668 384 27,703 107 467 487 784 114 1,959 29,662 18,238
North Branford 9,801 1,175 1,121 43 2,339 20 0 1,981 336 ) 19 2,356 4,695 5,106
East Haven 19,160 6,380 1,477 242 8,099 87 0 0 0 24 m 8,210 10.950
Bethany 4,188 1,427 768 105 2,300 36 0 0 37 70 143 2,443 1,745
Woodbridge 12,582 1,427 354 666 2,447 127 0 0 186 20 333 2,780 9,802
Orange 15,937 1,427 354 5,806 7,587 1,148 467 0 0 19 1,634 9,221 6,716
West Haven 42,323 9,317 ' 591 6,586 16,494 1,659 975 0 0 34 2,668 19,162 23,161
Branford 22,961 4,197 1,477 133 5,807 52 0 0 0 0 52 5,85¢ 17,102
Guilford 16,953 1,343 354 59 1,756 30 0 0 186 0 216 1,972 14,981
Madison 14,485 1,175 0 34 1,209 20 0 0 a1 - 0 431 1,640 12,845
Clinton 9,199 84 0 0 84 0 0 0 0 0 0 8a 9,115

Subtotal 354,701 78,964 49,013 16,508 144,485 3,825 2,376 8,654 4,890 541 20,286 164,771 189,930
Durham 4,554 0 0 0 0 6 0 1,008 859 17 1,890 1,890 2,664
Middlefield 3,028 0 0 0 0 4 0 487 1,120 29 1,640 1,640 1,388
Meriden 46,711 0 354 31 385 16 0 22,944 6,386 306 29,652 30,027 16,674
Cheshire 21,096 839 4,489 46 5,374 22 0 1,252 4,070 1,118 6,462 11,836 9,260

Subtotal 75,388 839 4,843 77 5,759 48 0 25,691 12,435 1,470 39,644 45,403 29,985
Total SMSA and

Selected Non-SMSA 430,089 79,803 53,856 16,585 150,244 3,873 2,376 34,345 17,325 2,011 59,930 210,174. 219,915
Other Non-SMSA -- 4,140 1,305 10,411 15,856 15,048 60,002 6,056 110,162 74,766 266,034 281,890 -

Total Center Sales -- 83,043 55,161 26,996 166,100 18,921 62,378 40,401 127,487 76,777 325,964 492,064 --
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floor space within metropolitan New Haven will remain relatively constant,
much as it did throughout the 1972-77 period.

The second of these -- the incremental supply condition -- as the

term implies is predicated on a substantial addition of retail space
in the form of the proposed North Haven Mall.

Each of these conditions has been analyzed on a conservative basis
in several respects.

First, no growth -- in real terms -- is forecast for personal income
on a per capita basis. While implicitly contrary to the anticipated
gains in employment forecast for the region through State of Connecticut
sources -- and past personal income gains as well, reflected for 1970-
80 -- the analysis which follows incorporates this "no growth" assump-
tion to examine the implications on retail sales on the "low side" of
an income range in the period ahead.

Second, population projections established by the State's Office
of Policy and Management have also been utilized although they too are
judged to be on the conservative side. (Given the level of employment
projected over the next 20 years, it is judged that these increases
may likely be accompanied by similar increases in population.)

For comparative purposes, we have also examined the outlook for
metropolitan shoppers goods expenditures under a more realistic and
probable real income growth rate of 1 percent per annum. This change
in income growth assumptions, as may be seen below, increases the outlook
for shoppers goods expenditures by an order of 8 percent (e.g., $392.1
million as compared to $362.1 million for metropolitan area residents
in 1985 as may be seen in the Table below.)

Under the conservative working assumptions of no growth in per
capita real income and only nominal population increases, the expendi-

ture levels for the metropolitan area in shoppers goods are expected
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to go from $354.7 million in 1977 to $362.1 milljon and $368.5 million,
respectively, in 1985 and 1990.

More detail with respect to the outlook for metropolitan area shoppers
goods expenditures throughout the 1980's on the basis of the aforemen-
tioned assumptions may be seen in the table which follows.

Baseline Sales Forecasts: Future shoppers goods volumes in

the metropolitan area, as previously noted, will be a function of sales
inflows and outflows, sales retention and untapped inflow opportunities.

Under the baseline condition, the improved inflows sales component
is not expected to occur without substahtia] floor area additions in
retail supply.

Each of the other components have been estimated on the basis of
the information outlined in 1977 sales patterns. These estimates were
based on the metropolitan flow analysis on a town by town and metropoli-
tan retail center basis as noted previously.

SHOPPERS GOODS EXPENDITURES
NEW HAVEN SMSA
(In Millions of 1977 Constant Dollars)

1977 1985 1990
Scenario 1&/ $354.7  $362.1  $368.5
Scenario 22/ $354.7  $392.1  $419.4

1/ Assumes 0 percent income growth.
2/ Assumes 1 percent real income growth per year.
Source: Gladstone Associates.
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Forecasts for metropolitan area shoppers goods sales, reflecting
each of the aforementioned assumptions regarding real growth in per
capita personal income are presented immediately below.

As may be seen, on a conservative basis metropolitan area shoppers
goods sales are expected to effectively level off at approximately $366
million in 1990. Were a more likely scenario of real per capita income
growth of 1.0 percent annually considered, those sales levels would
be up to more than $416 million in 1990.

The profile of metropolitan area shoppers goods sales for 1990

under both of the working assumptions may be seen in the table immediate-

1y below.
BASELINE
SHOPPERS GOODS SALES FLOWS
NEW HAVEN SMSA
1990
Volumes (Millions)
Sales Components ) Scenario 1 Scenario 2

Metropolitan Shoppers Goods Sa]es}/ $365.5 $416.1
Sales Retention $292.4 $332.9
Sales Inflows $ 73.1 $ 83.2
Metropolitan Consumer Expenditures $368.4 $419.4
Sales Retention $292.4 $332.9
Sales Outflows $ 76.0 $ 86.5
Net Inflow (Qutflow) $( 2.9) ( $3.3)

1/ Total metro shoppers goods sales are calculated as a function of
sales retentions. The percentage of total metro sales represented
by sales retention has been conservatively increased over time
(from 75% in 1977 to 78% in 1985 and to 80% in 1990), thus having
the effect of increasing transfer percentage impacts under conditions
with the Mall.

Source: Gladstone Associates
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In addition to the component sales flows, the net inflow/outflow
forecasts under a baseline condition are of particular consequence from
a regional economic perspective. 7

Specifically, the net inflow of $20.1 million estimated for 1977
would be reversed to a $2.9 million outflow by 1990 under Scenario 1
and an outflow of $3.3 million under Scenario 2.

-~ Thus, without a significant increase in the region's
shoppers goods supply continued erosions of the

area's retail economy are expected and area demand
for such goods and services will increasingly flow
to major centers outside the SMSA.

Projected Shopper Sales -- Incremental Supply Condition: The incre-

mental supply condition, as noted previously, contemplates a major addi-
tion of retail space in the form of the proposed North Haven Mall.

Under this condition, the metropolitan area will 1ikely gain sales from
non-metropolitan locations thereby penetrating currently "untapped inflow
potentials."”

In addition, further sales gains can be anticipated through increased
sales retention and reduced sales outflows. These possibilities have
been extensively examined through the methodological approach detailed
in Section III(D). Specifically, the origin and destination matrix
constructed on the basis of State Department of Transportation data
and shoppers surveys allows evaluation of potential competitive impacts
and effects on 380 separate sales flow relationships within metropolitan
New Haven and a tier of communities immediately prdximate to it. The
techniques applied in this instance permit the tracing of likely impacts
of the North Haven Mall by comparing the previously determined baseline
sales levels with those that would occur under the incremental supply

condition.
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The following sample output from the computer model used in this
analysis illustrates the above described approach. In this instance,
baseline sales to various sales locations are analyzed by way of their

potential diversion to the North Haven Mall.

DETAIL TO ANALYSIS OF SALES RECAPTURE
AND IMPROVED INFLOW
NORTH HAVEN MALL
1990 (0% Income Growth)
(In Thousands of 1977 Constant Dollars)

DASEL INE DIVERSION SALES
SALES PERCENTAGES DIVERSIONS

NORTH HAVEN
CONHECTICUT FOST L 53 0% YG% $ 18 ] 50
TRUMBULL 4 o 0% 0% $ (4] L] 0
HMERIDEN SUUARE $ 745 704 75% $ 522 + G559
WEST FARNS 4 573 0% 5% $ 16 % G44
HAUGATUCK VALLEY 4 44 f0% 5% $ 40 - 4 42
URHAH 4 Q 0% % $ [+] $ 0
HIDODLEFIELD s 4] 0% 0% + 0 $ 0
MERIDEN $ 0 0% 0% $ ] $ O
CHESHLRE + 261 5% 30% b 6% 4 78
HILFORR $ 0 0% 0% 3 ] $ QO
OTHER ¢ 2271 80% 89% 1817 4 1730

SURTOTAL $ 3947 76% 81% $ 3007 3 3204
NEW HAVEM
CONNECTICUT POST $ 450 -1 74 &S $ 2 70' $ 293
TRUMBULL $ 442 70% 75% + 323 $ 347
MERINEN SQUARE $ 482 a5% 0% $ 410 $ A34
WEST I'ARMS $ 258 0% PO% ¢ 252 $ 245
NAUGATUCK ValLLEY $ 76 80% 8ux + 3 $ &%
DURHAN $ v 0% 0% ¢ [M] 4 0
HIDOLEF TELD + 0 (U4 0% $ Q 4 QO
HERIDEN ] 4] 0x [\ $ [ 4 (o
CHESHIRE $ 4] 0% 0% + O + ]
MILFORD $ 492 4%% S04 LSS 3 ) 4 e
OTHER $ 4230 7% 80% ¥ 653 §oA9u4

SUBTOTAL 3 8450 73% 78% 5280 $ o/l
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For example, based upon sales flows detailed above, it is projected
that, in 1990 under a baseline situation, North Haven residents would
spend $745,000 at Meriden Square. Under an incremental supply condi-
tion, however, (that is the North Haven Mall) some North Haven residents
who would have shopped at Meriden Square will instead shop at the North
Haven Mall. It is judged that 70 percent to 75 percent of that amount,
or $522,000 to $559,000, would be diverted to the North Haven Mall.

This judgment is based on an evaluation of the likely competitive rela-

tionship between the North Haven Mall and, in this case, Meriden Square,
vis-a-vis the town of North Haven (or whatever origin is under consider-
ation). This evaluation was based on: travel distance; accessibility;

department store representation; and, general type and variety of retail
goods. (See Section I11(D) for more detail.)

Projected Increased Supply Shoppers Goods Sales: Upon comple-

tion, the North Haven Mall will generate an estimated $85 million in
shoppers goods sales. This level reflects full industry productivity
factors that can be reached approximately three to five years after
Mall opening or, as presently contemplated, by the late 1990°'s.

Detailed information with respect to the proposed North Haven Mall
is described in Section III(C). In brief, however, it is anticipated
that the Mall would 1nc1udéxapproximate1y 1.1 million square feet of
retail space (gross leasable area) of which 400,000 square feet would
represent Mall shops and 676,000 square feet would be devoted to four
anchor stores. The majority of this space would be occupied by shoppers

goods retailers in line with the anticipated mix of stores shown immediate-

1y below:
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ANTICIPATED RETAIL MIX
NORTH HAVEN MALL

User Type GLA
Retail
Shoppers Goods
- Anchors 575,000 s.f.Y/
- Mall Shops 242,000 s.f.
Total Shoppers Goods 817,000 s.f.
Other Retail 169,000 s.f.
Restaurants 90,000 s.f.
Subtotal 1,076,000 s.f.
Non-Retail
Service.and Entertainment 24,000 s.f.
Total Mall 1,100,000 s.f.

1/ Includes 30,000 t s.f. available for expansion, but not
to be built initially.

Productivity factors, reflected in annual sales volumes per square
foot of gross leasable area, have been carefully examined for each of
the retail categories noted. These factors together with their corre-
sponding sales volumes -- measured in 1977 constant dollars -- are shown

in the table which follows:
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Productivity Sales Volume

Use Type Factor (000)
Retail
Shoppers Goods 1/
Anchors $ 97/s.1. $ 55,775=
Mall Shops $121/s.f. $ 29,225
Total Shoppers Goods $104/s.f. $ 85,000
Other Retail $118/s.f. $ 19,942
Restaurants $109/s.f. $ 9,810
Subtotal $107/s.f. $114,752
Non-Retail
Service and '
Entertainment = $ 50/s.f. $ 1,200
Total Mall $104/s.f. $115,952

1/ Includes $2.9 million related to potential expansion space.

A significant increase in retail shoppers goods supply within metro-
politan New Haven would result in several decided gains for this region
from the standpoint of shoppers goods volumes. These gains include
improved sales inflow and reductions in previously determined sales
leakage under the baseline condition.

With the North HaQen Mall, therefore, metropolitan area shoppers
goods sales are expected to increase appreciably from the previously
determined 1990 baseline level of $365.5 million (zero income growth)

to $426.8 million with the Mall -- a 16.8 percent gain.
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SHOPPERS GOODS SALES
INCREASED SUPPLY CONDITION
1985 - 1990
(In Millions of 1977 Constant Dollars)

Scenario 2 Scenario 2
1985 1990 1985 1990
SMSA Baseline Sales $368.9 $365.6 $399.4 $416.1
Improved Inflow/ |
Recapture 59.6 61.2 64.5 69.7
Total SMSA -
Increased Supply $428.5 426.8 $463.9 $485.8

These gains will be even more substantial in the event real income
grows during the decade. Specifically, assuming a more realistic and
likely scenario of a one percent per annum jncrease in per capita person-
al income, 1990 metropolitan area shoppers goods sales would be $485.8
million with the Mall versus $416.1 million under baseline.

Prospective metropolitan area shoppers goods sales under each of
these conditions -- predicated on an jncremental addition of retail
floor space supply as represented by the proposed North Haven Mall --

are shown in the table directly above.

Prospective Impacts

Impacts of the proposed North Haven Mall on other metropolitan
New Haven retail concentrations, as previously noted, will be a function
of "baseline" sales volumes expected for these centers compared with
volumes forecast for these centers under the increased supply condition,
Capture rates for downtown New Haven and Hamden -- two principal retail
centers within the metropolitan area -- have been examined for 1972

and 1977 as a point of departure in this baseline analysis.
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As shown in the tabular summary below, downtown New Haven's share
of metropolitan shoppers goods sales declined from 26.3 percent in 1972
to 22.4 percent in 1977. Hamden maintained a constant 14.7 percent

share of these sales levels for the corresponding period.

SHOPPERS GOODS SALES "CAPTURE"
METROPOLITAN NEW HAVEN

1972, 1977
Center Shoppers Goods Sales Shares
1 1977
Downtown New Haven 26.3% 22.4%
Hamden 14.7% 14.7%

The Outlook to 1985 and 1990: In Tlight of the aforementioned

trends for the major retail centers, it is judged that,given population
growth in suburban areas and recent shoping patterns, the shifts noted
for the 1970's are likely to continue in the 1980's. The graph on the
following page illustrates this expectation of continued declines, but
at moderating rates.

‘ Baseline estimates have been prepared under trend line analysis
and on the expectation that any supply changes that may occur would
be nominal in line with the "haseline"formulation presented above (in
accordance with no@ina1 increases in the supply of retail space in the
metropolitan area in recent years as noted earlier).

Other Ret}i] Centers: Given the shifts noted for downtown New

Haven and Hamden's Magic Mile as well as overall forecasts of metropoli-
tan shoppers goods sales under the baseline conditions to 1985 and 1990,
other retail centers are expected to show nominal increases. These

sales volumes, in aggregate terms, are projected as follows:
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ESTIMATED SHOPPERS GOODS SALES
BASELINE CONDITIONS-
(In Millions of 1977 Constant Dollars)

Sales
1985 1990
Downtown New Haven $ 73.0 $ 69.6
Hamden's Magic Mile $ 55.2 $ 55.2
Balance of SMSA $271.2 $291.3
Total SMSA $399.4 $416.1

1/ Scenario 2.

Mall Sales: As noted previously, the level of Mall sales under
the incremental supply condition is expected to amount to $85 million
in constant 1977 dollar terms for both 1985 and 1990. (In reality,
the Mall would 1likely not reach this full productivity level, or normalized
operations, until three to five years after opening and after develop-
ment of some 30,000 s.f. of expansion space included in these figures.
However, these adjustments are not reflected here and this analysis
represents conservative assumptions.)

‘ A majority of these sales will Be attributable to the "increased
supply" effects of reduced sales leakage and improved sales inflow.
Utilizing the State Department ofFTransportation data previously noted,
analysis on a town-by-town and major retail center basis indicates that
these two sales components will range between $61 million and $70 million
by 1990 undek the respective "no-growfh and "one pe?cent" per capita
real income growth scenarios.

The rémaining portion of sales attracted to the North Haven Mall

will be those "transferked" from other metropolitan area locations,

noted as Transfer Sales in the following table:
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SOURCE OF SALES
NORTH HAVEN MALL

19851 1990
Shoppers Goods Volumes (Millions)
"écenario 1 Scenario 2

North Haven Mall 1985 1990 1985 7990
Sales Leakage Recapture $43.6 § 44.6 $47.2 § 50.7
Improved Sales Inflow 16.0 16.6 17.3 19.0
Transfer Sales 25.4 23.8 20.5 15.3
Total $85.0 $85.0 $85.0 § 85.0

Downtown New Haven/Hamden Impacts: The level of transfer sales

estimated above represents volumes that would flow to North Haven Mall
which might otherwise be registered in various retail centers throughout
the metropolitan area (see Sections III(D)(5) and ITI(F).

Under the "worst case" -- i.e., no real per capita personal income
growth and the highest transfers projected -- sales diverted from these
other centers might amount to $25.4 million in 1985 and $23.8 million
in 1990. Overall these would represent a "transfer" of 6.9 percent
and 6.5 percent, respectively, of metropolitan area baseline shoppers
goods sales as forecast earlier in this report and assuming no real
income growth,

Under the more likely one percent income growth scenario, transfer
sales would be $20.5 million in 1985 and $15.3 million in 1990 -- or
5.1 percent and 3.7 percent, respectively, against total metropolitan
baseline sales.

Thus, were all retailing concentrations within metropolitan New
Haven affected proportionately in relation to these transfers, the level
of sales declines relative to the baseline forecasts for the mid and

end of this present decade would approximate those percentages.
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It is expected, however, that these fmpacts would be differenti-
ated among all metropolitan centeré. Downtown New Haven, for example,
will rely increasingly on its primary trade area (noted previously)
to account for its shoppers goods sales. Hamden, by contrast, will
‘continue to share sales penetration within the suburban tier of the
metropolitan area as well as tapping other communities on the periphery
in much the same fashion as that anticipated for the proposed Ndrth ‘
Haven Mall. The key differences here, of course, relate to the type
of merchandising carried out in these respective éenters -- with Hamden
continuing to be characterized by major discount anchor stores in com-
parison to}the full-line department stores at the proposed North Haven
Mall. | '

Accordingly, it is judged that the impact on Hamden's overall shoppers
goods sales and total activity will be limited by virtue of the community's
existing complement of retail space. As further support to this prospect,
there is reason to believe that even with the departure of Sears --
noted in the report above -- this retail inventory will likely be replaced.
Investigations have indicated that several specific offers are likely
to be tendered for commercial use should Sears choose to vacate their
present Hamden facility after a move to North Haven.

Under these circumstances, and recognizing that differential impacts
are likely to occur, it is projected that the level of sales transferred
from Hamden will not be greater than $3.5 million in relation to previous-
1y éstimated baseline conditions (given a possible Sears shift and subse-
quent replacement), or approximately six percent of its anticipated

baseline sales -- assuming the more probable one percent income growth

scenario.
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Sales transfers against downtown New Haven would 1ikely be more
pronounced in absolute terms (approximately $4.1 million under Scenario
2 and as much as $6.4 million assuming no income growth through ]990)
but the relative impact would be very much in line with that antici-

pated for Hamden's Magic Mile.

NORTH HAVEN MALL
SALES TRANSFER IMPACTS
1990
(In Millions of 1977 Constant Dollars)

Scenario 1 Scenario 2
Transfer Percent of Transfer Percent of
Volume Baseline Volume Baseline
New Haven CBD $6.4 9.2 $4.1 5.9
Magic Mile $5.1 9.2 $ 3.3 5.9
Balance of Metro $12.3 5.1 $7.9 2.7
Total Metro $23.8 : 6.5 $15.3 3.7

The city's projected baseline includes a replacement for Malley's
although none has been announced at this time. While precise information
is not available as to that store's sales, prior to closing, an order
of magnitude of $10-$11 million annually has been reported. MWere, for
illustrative purposes only, one-third of these sales retained in the
CBD, with an appropriate adjustment in baseline sales, the CBD transfer
impact is estimated at 9.7% in 1990 under the zero percent income growth
scenario.

This distribution of transfer sales impacts amongst New Haven's
CBD, Hamden's Magic Mile and the balance of the metro is based on the
careful examinations of market areas served and corresponding sales

flows previously discussed.
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Through anticipated population and personal income
growth, metropolitan area consumer expenditures

are forecast to increase into the 1990's. Using
1990 as an impact horizon, these analyses indicate
that the proposed North Haven Mall will have a limited
competitive impact on existing metropolitan area
retail centers. Further, through the addition of

a substantial amount of incremental retail space

in the form of the proposed North Haven Mall, an
annual net gain of 17 percent in metropolitan area
shoppers goods sales would accrue to the regional
economy and, most important, the public need that
has up to this point been unmet would be served.

North Haven Impacts: Shoppers goods sales, of course, will increase

dramatically in the Town of North Haven with the North Haven Mall.
At the same time, however, there may well be some initial market adjust-
ments and shifting of sales from one location to another within the

town. For example, although always considered a temporary location,

- J.C. Penney's would not retain its present'12,000 square foot store

on Washington Avenue, once its new 140,000 square foot full-line store
was opened in the mall. It is most 1ike1y that this space would be
filled by another retail tenant, but there would be an initial transfer
of dollars and subsequent market adjustment.

Shoppers goods sales within the Town of North Haven were reported
at approximately $14.8 million in 1977. Of this total, $11.3 million
came from residents of the SMSA plus those four non-SMSA towns»anaTyzed
in the course of this study. The remaining $3.5 million comes from
residents outside of theée identified areas.

Assuming a continuance of this market area penetration, North Haven's
town-wide shoppers goods sales volumes, under baseline conditions, are
projected to increase from the $14.8 million in 1977 to $19.6 million

in 1990, under a zero percent average annual income growth assumption.
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Should income follow a more likely growth patfern of one pefcent annually,
then town-wide shoppers goods sales would be more on the order of $25.6
million in 1990, under baseline conditions.

Generally, it is anticipated that other retailing within the Town
of North Haven will benefit from the presence of the North Haven Mall
through increased consumer traffic -- at least in the Washington Avenue
area. Any potential sales losses or transfers from existing establish-
ments are expected to be nominal, given the generally non-competitive
characteristics of present shoppers goods establishments within the
town vis-a-vis the North Haven Mall. At least in the short term, however,
some shifting of sales from existing retail stores in the town to the
North Haven Mall might occur. As described in the table below, these
transfer sales might be on the order of $2.6 million (assuming a one
percent average annual income growth) to $4.0 million (under a zero
percent income growth assumption) by 1990. Against baseline sales,
these would represent a sales transfer of ten to twenty-one percent

(see Section III(F)).

PROJECTED SHOPPERS GOODS SALES
TOWN OF NORTH HAVEN
(In Millions of 1977 Dollars)

1990
Scenario 1 Scenario 2

Town Sales (Baseline) $ 19.6 $ 25.6
Transfers to Mall $ 4.0 $ 2.6
Percent Impact 20.6% 10.1%

Mall Sales $ 85.0 $ 85.0
Town Sales (with Mall) $100.6 $108.0
Percentage Impact 413, 3% 321.9%

Source: Gladstone Associates.
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Such transfer sales might take the form of: a single retail estab-
lishment dividing its efforts between a mall location and another North
Haven store; a modest reduction in sales without any corresponding
reduction in space; or possibly, the closing of some marginal operations
unable to respond to competition. As noted, however, most retail estab-
lishments within the town should benefit from the presence of the North
Haven Mall, given a greater consumer awareness of retailing activities
in this area and improved access to mall-generated traffic on the part
of retail establistments here.

The mall itself would add $85 million in shoppers goods sales to
the town's base and, after accounting for the potential sales transfers
from other existing retail establishments in the town, would increase
shoppers goods sales on a town-wide basis by some 3od to 400 percent

above baseline conditions as decribed in the table above.

5. Mitigation Potentials

Several steps can be taken to mitigate the effects of limited shoppers
goods sales declines in metropolitan area retail nodes as a result of
the proposed North Haven Mall. Among these are:

-- Continued and increased attention to overall planning
within affected communities in providing a suppor-
tive retailing environment, especially with respect
to key factors of access, parking and other ameni-
ties demanded by contemporary shoppers.

-- Improved merchandising appeal to shoppers within
primary trade areas. In the case of downtown New
Haven, for example, the increasingly constricted
primary trade area for that center relies on the
City itself. Accordingly, downtown merchants must
be more accute in discerning and serving the needs
of that population.

- 73 -



-~ Effective action with respect to the changing roles
for downtown areas and other business districts
in relation to office, institutional, and residen-
tial developments. In the case of downtown New
Haven, for example, this would involve deepening
the already established office markets that have
been tapped in the past, increasing the area's attrac-
tiveness as an entertainment center, improving the
housing inventory for downtown workers and others
with a central place orientation and enhancing retail
opportunities in relation to these “"captive" market
segments (workers, residents and other users of
the area).

As a result of all of these steps, the competitive position of
these existing retail nodes can be strengthened and the limited prospec-

tive sales impacts forecast here mitigated.
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B. FISCAL

Potential fiscal impacts associated with the proposed North Haven
Mall have been assessed for the Town of North Haven and, more generally,
from a regional perspective.

In sum, the North Haven Mall will generate local property tax revenues
substantially in excess of its associated public service costs. The
Anticipated "syrplus" may be used by the town either to reduce the over-
all property tax rate or pay for increased services or increased costs
of services without proportionately raising its tax rate.

From a regional perspective, potential fiscal imbacts have been
assessed in relation to retail sales transfer impacts within the New
Haven-West Haven metropolitan area, as described in Section II(A), above.
These potential impacts are expected to be negligible on an individual

municipality basis.

1. Town of North Haven

While actual property taxes paid to the Town of North Haven by
owners of the North Haven Mall will depend on the particular tax rate
in effect at some future point and upon the assessed value actually
placed on the Mall, it is estimated that this facility will generate
approximately $1.4 million annually (assuming an assessed value of $58.6
million -- for both real and personal property -- at the town's current
tax rate of $24.00 per thousand).

The cost of providing public services to the Mall -- police and

fire protection, sewage treatment, public works and general governmental
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administration -- on an incremental basis are expected to be nominal.

However, since the precise public service needs of the North Haven Mall

are not known at this time, the following conservative assumptions -have

been made:

It is

General Government: There may be certain modest
increases in workioad with regard to general govern-
ment activities. It is likely that such demands

can be adequately handled by existing staff, but

an annual budget increment of $20,000 is assumed
here to accommodate the Mall. ’

Police Protection: It is anticipated that the Mall
would have its own security force for providing police
protection within and around the Mall itself. How-
ever, the town may see fit to increase its own police
capability in response to the generally higher levels
of activity represented by the Mall. Thus, it is
again conservatively assumed that an additional

police patrol representing two officers and one

car might be required at an estimated annual cost

of $70,000.

Fire Protection: While it is unlikely that the

Town would need to increase its firefighting capacity
in response to the mall's presence, a general expense
increase of $10,000 is assumed.

Public Works: Again, no specific demands are en-
visioned, but an annual expense increase of $10,000
js assumed here for analytical purposes.

Utilities: It is assumed that for supply of water,
cewer collection and treatment, and other utilities,
the Mall would pay for such usage through separate
user fees unrelated to general property tax revenues.
Thus, it is assumed that these elements would be
fully covered by such fees.

anticipated then that the Mall might generate, at a maximum,

demands for public services that might cost the Town of North Haven

$110,000 per year. It should be emphasized that these figures are most

likely on the high side and that actual town expenditures for such serv-

jces would be substantially less. In fact, town officials have indicated
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that they project no incremental public service costs in relation to
the mall except those capital costs discussed below.

Specifically, the town is required, by the terms of its agreement
with the North Haven Mall developers, to provide various capital improve-
ments such as road access and sewer capacity. The agreement, however,
limits the amount of capital that the town would have to invest to $2.5
million.

Assuming that the town might be required to spend the full amount
noted above, it would incur annual debt service costs of approximately
$250,000 (for perhaps 20 years), assuming that municipal bonds were
used to finance such improvements.

By the terms of the above noted agreement, the owners of the North
Haven Mall would be required to pay minimum taxes ranging from $350,000
in the first taxable year to $525,000 in the twelfth year of taxation.
Again, it should be noted that these are minimum taxes and that actual
taxes will be well in excess of such figures -- more on the order of
$1.4 million. |

Thus, by contrast, the mall would produce at least a break-even
situation under the minimum required taxes in year one, and a surplus
of at least $150,000 under the minimum requirements of year 12. More
likely, the mall would generate an annual tax "surplus" of more than
$1 million.

Recognizing that the Town of North Haven will experience at least
some level of positive fiscal impact from the mall, the likely antici-
pated annual tax revenues would, in today's dollars, substantially reduce

the present town-wide property tax rate.
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That is, against actual 1981 fiscal data for the town,
the generation of, say, $1.4 million in property tax
revenues and the expenditure of $110,000 for public
services and $250,000 in debt service would, on a town-
wide basis, reduce the current tax rate of $24.00 per
thousand to $22.71, a 5 percent town-wide reduction.

Mall Feasibility

The $1.4 million tax level assumes basic mall feasibility and opera-
tional success. Even the minimum taxes noted by way of the development
agreement between the town and the project sponsors assumes some minimal

Jevel of financial success on the part of the mall and an ability to

meet the terms of such an agreement. Given these assumptions, the theoreti-
cal question then arises as to the consequences of potential mall failure.

That is, what is the "downside" risk to the Town of North Haven, parti-

cularly with regard to the capital investment represented by the various

improvements that the town would have to make?

Available Market Supports: The extensive analyses undertaken as

a principal element of this retail impact study have identified strong
market supports available to a project such as the North Haven Mall,
FoF example, the lack of comparable retail facilities within the metro-
politan area in conjunction with the estimated $71.7 million outflow

in metro resident shoppers gqods purchasing power are indicators of

substantial market potentials.
Further, independent analyses undertaken by the research divisions

of each of the proposed mall's major department stores -- and their

resultant commitments to the mall -- corroborate these findings.
As a result, the market feasibility of the proposed mall is well
established and the question of mall failure is essentially a theoreti-

cal issue.
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In that theoretical vein, however, the above-noted "downside" risk

potential is further examined below.

Timing and Ownership: Should the mall not succeed, this eventuali-

ty would occur not in the immediate short term, but would unfold over

perhaps a ten-year period or longer. The substantial investment repre-
sented by the proposed mall would not be relinquished except under the
most difficult of circumstances and only after many successive years

of unsatisfactory operation. In the meantime, of course, the project
sponsors would be committed to the minimum taxes dictated by the above-
noted agreement. Thus, these taxes are 1ikely insured throughout the
minimum twelve years dictated by the agreement.

Further, the four anchor stores will be owned individually by each
of the respective companies. As such, the tax liability for these proper-
ties would be associated with that ownership and would not be solely
reliant on the project sponsors -- a single business entity.

Re-Use Prospects: Assuming a "worst case" -- which is considered

here from a theoretical perspective -- of mall failure, alternative
use could be made of the property, given the substantial infrastructure

that would be in place, resulting in added contributions to the town's

tax base.

One possible option, for example, is for a single major corporate
user to take over this substantial amount of space for use as a corporate
headquarters. Under such a scenario, values would probably remain fairly

high and the town's tax revenue would likely exceed minimum requirements,
as previously discussed.
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Under a "wbrst ;ase“ perspective, one might anticipate that this
space could be re-used for some form of warehousing activity, particular-
ly givenlthe site's excellent highway access. Such a re-use would not
support the value levels of a regional mall and would occur only if
the original investment value were substantially written down through
some liquidation proceedings. This worst case re-use alternative could
probably generate annual revenues of $2.50 to $3.00 per square foot
of warehouse uses.

Assuming that approximately 10 percent of such rentals might go
toward real estate taxes, then the worst case re-use propostion would
generate annual revenues to the town of perhaps $250,000 to $300,000
-- an amount approximately equal to the obligations the Town of North
Haven would incur were it to float bonds up to the agreed-upon level
of $2.5 million for meeting mall infrastructure needs in line with the
above-described contract.

Thus, under a theoretical mall failure, prospects for at least
covering the town's fiscal obligations in line with this proposed project
are reasonable. The timing and ownership issue described above provides
a "puffer" that would eliminate any fiscal risk that the town might
experience. |

Most important, however, is the improbability that mall failure
would in fact occur, given the available market supports substantiated
by the analyses carried out in this study, as well as other independent
analyses that form the basis for the major capital investment commit-

ments that have already been made here.
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2. Regional Impacts

Regional fiscal impacts associated with the North Haven Mall may
come into play with regard to the retail sales impacts noted in Section
II(A), above. That is, as retail sales may be reduced within a given
municipality -- as a result of the mall's competitive impact -- local
property tax revenues associated with the impacted retail space may
be- diminished if the business purpose to which this space is put is
adversely impacted.

At a highly unrealistic extreme, one might trace the potential
sales impacts directly through to supportable space, market value, taxable
value and property tax revenues on a directly proportional basis under
the theory that, over time, reduction in sales volumes will eventually
lead to reductions in economic value of space and ultimately to taxable
value.

Such an analysis was undertaken and the results are shown in the
following table which presents prospective 1990 conditions under the
0% and 1% income growth scenarios, respectively. As shown, under the
0% income growth assumption, the maximum projected reduction in property
taxes for any municipality would be approximately four-tenths of one
percent, with an "average" municipal level impact of two-tenths of one
percent. Under the no income growth scenario, the City of New Haven
might'experience -- assuming this direct proportional impact on taxable
base -- a four-tenths of one percent reduction of total property taxes,
all else being equal. Under the one percent income growth scenario,
this impact would be approximately three-tenths of one percent.

For the Town of Hamden, such fiscal impacts would be in line --

on a percentage basis -- with those stated for New Haven.
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Such minimal potential impacts on a municipality's fiscal structure
could be easily offset by a single moderate deve]opment in a given munici-
pality. For example, even under these “worst case" assumptions the
potential loss to New Haven of $384,000 in tax revenues could be offset
by about 75,000 square feet of Class A office development,

It should be noted, howewer, that these minimal fiscal impacts
from a regional perspective would 1ikely be even less significant.
Specifically, it is probable that the direct proportional fiscal impact
resulting from retail sales diversions will not take place. That is,
even if individual retail establishments within a given municipality
experience some diminution of retail sales it is unlikely that, on an
individual establishment basis, they will be at such a level as to induce
an actual reduction and elimination of such space from municipal tax
rolls. Further, even in the event retail operations were to cease in
a given location it is most 1ikely that the associated property would
find an alternative use and continue to generate local taxes. Thus,
it is judged that any region-wide fiscal impacts will be even less than
those shown in the aforementioned table.

In any event, regional fiscal impacts are expected to be nominal.
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FISCAL IMPACTS/NORTH HAVEN MALL
NEW HAVEMN - WEST HAVEN SMSA
1990
{In 1977 Constant Dollars)

-88-

Mall - Long-Term Estimated Tax Impact On Impact As Impact As
Sales Supportablf? Assessedz/ Revenqﬁﬁ Currenﬁ/ Percent of Percent of
Impact (000) Space (SF)- Value (000)& (000} Tax Rater Current Rate Current Revenues
lero Percent Income Growth
North Haven§/ $ 80,958 769,447 $ 56,094 $ 1,346 $ (1.29) (5.3%) 8.0v
New Haven (8,370) (08,471) (5,170) {384\ 0.33 0.4% (0.4%)
Wallingford (1,046) (12,306) (646) (17) 0.02 0.1% (0.1%)
Hamden (5,588) (65,741) (3,451) (179) 0.21 -- (0.4%)
North Branford (tA}) (835) (44) (A )] 0.01 -- --
East Haven (713) (8,388) (440) (16) 0.05 -- (0. 1%}
Bethany (48) {565) (29) M) 0.01 -- -
Woodbr idge (166) (1,953) (102) (2) 0.M -- -
Orange f1,498) (17,624) (925) (24) 0.06 . 0.2 (0.2%)
West Haven (594) (6,988) (367) (18) 0.03 0.1 10.1%)
Branford (832) (9,788) (514) (1) 0.02 0.1 (0.1%)
Guilford (499 (5,871) (308) (13 0.05 0.1 (0,17}
Madison {166 (1,953) (102) (2) 0.01 -- --
Clinton (144) 11,694) (89) (2) 0.01 -- --
Total $ 61,223 537,270 $ 43,907 $ 676 $ (0.2008/ (0.518/ 0.2%
One Percent Income Growth
North Haven®/ $ 82,394 786,341 $56,981  $1,37 $ (1.32) (5.5) 8.1%
New Haven {5,396) (63,483) (3,332) . (248) 0.21 0.3 (0.37)
Wallingford (675) (7,941) (417) 1amn 0.01 -- (0.1%)
Hamden (3,602 (42 377{ (2,225) (116) 0.13 0.3 (0.3%)
North Branford (46 {5411 (29) (1) - - -
East Haven (460 (5,412) {284) (10) 0.03 0.1 . 0.1%)
Bethany (3 (365) (19) (m 0.01 -- -
Woodbr idge (107 (1,259) (66) m - -
Orange (966 (11,365) (597) (15) 0.04 0.2 (0.1%)
West Haven (383 (4,506) (237) 12) 0.02 - --
Branford {537 (6,318) (332) (7 0.01 -- (0.1%)
Guilford 322 (3,788) (199) (9) 0.03 0.1 (0.1%)
Madison 107) {1,259) (66) (2) 0.01 -- --
Clinton (92) (1,082) (57) (1 0.01 -- -
Total $ 69,670 636,645 $49,120 ' @3 ¢ (0.2n¥/ (0.6)%/ 0.3%

1/ Assumes a productivity factor of $85.00 per square foot ber year, except for the North Haven Mall (see
Attachment C). )

2/ Assumes a market value of assessable real and personal property of $75.00 per square foot times the
assessment ratio, which s 70 percent in all cases.

3/ At most recently stated mil rates fsee following table).

4/ Assumes same tax revenues (see following table) would be raised on an assessment base adjusted by the
change in assessed value.

5/ Represents net effects with the North Haven Mall.
6/ Weighted averages for the metro as a whole.

NOTE:  Parentheses indicate negative values.
A dash in the last two columns designates a value of less than 0.05% or 0.0005.




BACKGROUND FISCAL DATA
NEW HAVEN - WEST HAVEN SMSA

1990
Total Mil Rate
Assessed {Tax Per Tax
Valuation Thousands $ Revenues
(000's) of Valuatiom) {000's)

North Haven ©§ 705,401 $24.00 $ 16,929.6
New Haven 1,154,023 74.29 85,732.4
wallingford 747,513 26.80 20,033.3
Hamden 863,680 51.98 44,894.1
North Branford 179,777 32.28 5,803.2
East Haven 348,435 36.00 12,543.7
Bethany 91,952 28.00 2,574.7
Woodbridge 288,423 21.377 6,165.6
Orange 396,823 25.50 10,119.0
West Haven - 640,773 49,94 32,000.2
Branford o 588,758 21.00 12,363.9
Guilford . 283,662 43.73 12,404.5
Madison 383,232 24.00 9,197.6
Clinton 247,036 23.42 5,785.6

Total $6,919,488 $39.97 $276,547.4

SOURCE: Office of Policy and Management, State of Connecticut;
Gladstone Associates. ' .
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C. Employment Impacts



C. EMPLOYMENT IMPACTS

The North Haven Mall would generate a significant number of jobs

in the New Haven region -- temporary jobs through the construction phase

of the Mall and long-term, permanent positions associated with the opera-

tions of the Mall. Additionally, these jobs would result in a multiplier

effect, whereby the infusion of an extra dollar into the regional economy

creates

activity in excess of that one dollar. Briefly:

The construction phase of the Mall would require
about 10,052 person months and generate on the order
of $21.8 million in wages. It is estimated that .
about 45% of these labor requirements would be filled
by workers from within the New Haven Labor Market
Area. This would result in an infusion of about

$9.8 million in new wages into the New Haven SMSA.

Employment associated with the operation of the

North Haven Mall is estimated at approximately 1960
jobs. Accounting for jobs which may be transferred
from Sears and Penney's as well as sales jobs which
may be lost in the SMSA but replaced at the Mall,
Mall operations would create about 1400 new permanent
positions in 1990.

These new positions would result in an annual payroll
of $11.3 million in new wages.

Approximately 1250 to 1300 of these new positions
are expected to accrue to New Haven area residents.
This would represent an annual infusion of $9.1
million to $9.5 million in new wages into the region.

The multiplier effects of these new wages in the
New Haven region would be a one-time effect of $24.5
million resulting from construction wages and a
more long term effect of about $23 million per year
as a result of net new positions associated with
mall operations.
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TS

TAAAL LABOK ANl WALD KEWIRLMINTS
HUKTH BAVLH MALL CONSTHUCTION PROGHAM

FuegsonsMunth laojuks omoents

Tutaht Wages
tanth gitework building Finishes Total 12000}

1 s - - 60 §  130.2

2 60 . - 0 $ 130.2

3 0 - .- 60 s 130.2

4 60 - - 60 $ 130.2

3 60 - - 60 $ 130.2

" 60 - - 60 $ 130.2

7 37 122 .- 159 § 345.0

-] 37 127 - 164 $ 1£5.9

9 37 138 - 172 $ 373.2
10 37 149 - 186 $ 403.6
11 37 178 - 2 H 460.0
12 37 251 - 268 ¢ 25,0
13 95 327 -- 432 s 915.7
14 ¥ 3z - 416 $  %02.7
15 95 320 - 313 § 900.6
16 [ ] 320 - Qs $ 900.6
17 95 3 - 76 s 902.7
18 95 320 - 415 $ 900.6
19 - 320 - 320 $  694.4
20 -- 323 - 3 $  696.6
21 - 320 - 320 $ 634.4
22 - 314 - 314 $ AR1.4
23 - 292 - 292 $ 633,6
24 - mn - 271 s seB.1
25 - 2585 - 255 § 5534
26 -- 207 -~ 207 $  449.2
2 - 181 - 1 s 392.8
28 - 17 -- 117 $  253.9
29 - 67 330 m $ 861.5
30 - 4 330 m s  818.1
n - -- 528 sa8 § 1,145.7
32 - - 528 518 $ 1,145.7
13 - - 528 s28 5 1,145.7
34 - - 528 28 $ 1,148.7
18 “ - s28 528 $1,145.7
Total 1,152 $,600 3,300 10,082 $21,812.7

Source: Standard Indistry Carputer Model; Gladstone Associates.
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1. Construction Employment

The exact number of jobs to be generated in the construction bhase
of the North Haven Mall would depend upon the final design of the anchors
and mall shops. Estimates of construction employment levels have been
made, however, using the following assumptions:

1. The total construction budget (excluding land acquisition and
fees) is estimated at $75 to $80 million. This figure includes
labor, materials and equipment, costs for site work, building
construction and tenant finishes.

2. Gross wages per employee are estimated at $12.49 per hour, given
prevailing rates in the New Haven area (1980 dollars) and antici-
pated skill requirements.

3. The average person-month consists of 174 working hours.

4. The total labor requirements for the construction phase of the
mall would be about 10,052 person-months. This estiméte includes
labor requirements for site work at 1,152 person-montgs; for
building at 5,600 person-months; and‘for tenant finishes at
3,300 person-months. Labor requirements would vary over the
course of the 36-month construction period with peak labor demand
occurring from months 13 to 25 as well as in the last 7 months
of construction.

Gross wages per person-month, given prevailing rates in the New

Haven area and anticipated skill requirements, are estimated at $2,170.
Total wages to be generated, therefore, through the North Haven Mall

construction program, are estimated at $21.8 million over three years

(in 1980 dollars).
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CONSTRUCTION AND MINING EMPLOYMENT

SELECTED LABOR MARKEY AREAS

1972 - ‘1880
Average Annual Change

Laho;ﬂarket . _ o ) 1/ 1/ 972 - 1% 1976 - ¥ ~ 1972 -
rea 1972 1973 1974 1975 1976 1977 178 1978 1080l HNumber Percent Wumber Percent Wumber _ Percent
New Haven 8,590 8,920 8,340 6,600 6,080 6,360 6,690 7.800 7,100 -628 -1.3 755 4.2 -186 -2.2
Bridgeport. 5,830 6,590 5,800 4,510 4,520 4,500 5,320 5,500 4,400 -328 -5.86 -30 -0.7 -179 -3.1
Stamford 4,060 3,890 3,680 3,160 3,350 4,450 4,970 5,300 5,500 -178 -4.4 38 19.0 230 5.7
waterbury 4150 4,110 3,760 2,910 2,700 3,080 3,380 3,400 3,700  -363 8.7 100 3.7 @ 3.2
Hartford 16,240 17,210 15,920 12,100 10,500 11,170 12,056 14,000 13,000 -1,43% -8.8 625 6.0 -80% -2.5
Total 38,870 40,720 37,500 29,280 27,150 29,550 32,8410 36,000 33,500 -2,930 -1.5 1,588 5.8 -6n 1.7

1/ Based on rounded estimates from ‘the Connecticut Labor Department.
NOTE: These figures represent data for the month of June.
SOURCE: Connecticut Labor Department; Gladstone Associates.



The impact of the mall's construction phase on the New Haven regional
economy will be related, in large measure, to the number of jobs filled
from within the New Haven region.

The North Haven Mall site is within a one-hour drive of the major
labor market areas in the state -- Bridgeport, Stamford, Waterbury,
Hartford -- as well as the New Haven Labor Market Area itself. Total
employment in these labor market areas has been increasing steadily
since 1976, with average annual gains ranging from a low of 1.9 percent
to a high of 5.1 percent. |

Construction employment has, as one would expect, followed general
economic trends. For example, between 1972 and 1976, each of the above-
mentioned labor market areas lost substantial numbers of construction
jobs. The number of construction jobs lost in these five labor market
areas during this period totaled 11,720 jobs. The largest losses occurred
in the New Haven and Hartford Labor Market areas which lost a total
of 2,510 and 5,740 construction jobs respectively. As economic conditions
began to improve, the number of construction employment also began to
increase. Between 1976 and 1980, with one nominal exception each of
the labor market areas exhibited increases in construction employment.

The greatest increases occurred in the Hartford and Stamford Labor Market
Areas. Increases of 1,020 construction jobs in the New Haven Labor
Market Area and 2,500 jobs in the Hartford Labor Market Area between

1976 and 1980 were not high enough to offset previous losses.
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Construction employment in the New Haven Labor Market Area (as
reported by the Connecticut Department of Labor) has consistently repre-
sented about 22 percent of the total construction employment in the
five labor market areas mentioned above -- New Haven, Bridgeport, Stamford,
Waterbury and Hartford. Hence, at minimum, 22 percent of the labor
requirements generated by the construction of North Haven Mall are pro-
jected to be filled by New Haven area residents.

Since the North Haven Mall site is located within the New Haven
labor market area, however, it is likely that the number of jobs filled
by New Haven area residents would greatly exceed this 22 percent estimate.
Given the significant travel and time cost which might be saved through
employment of area workers, it is estnaated that more on the order of
45 percent of the construction phase labor requirements would be fl]led
by workers from the New Haven region -- representing an infusion of
about $9.8 million (in 1980 dollars) in new wages into the New Haven
labor market area. This figure represents 0.4 percent of all wages
paid out in the region during 1978.

Of the remaining 5,525 person-months required for the construction
phase of the North Haven Mall, it is projected that approximately 75
percent of these positions {slightly more than 4,100 person-months or
about $9 million in wages) would go to workers in the Bridgeport, Stamford,
Waterbury and Hartford labor market areas.

It must be recognized that the demand for labor has been expressed
in person-months and that this is not equivalent to the actual number
of jobs that would be created during the construction phase of the North
Haven Mall. Peak labor demands would likely require the employment

of 400 to 500 individuals (with about 200 of these projected to come
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POTENTIAL MONTHLY PAYROLL AND EMPLOYMENT
LOCAL LABOR FORCE l._/
NORTH HAVEN MALL CONSTRUCTION PROGRAM

Employment Payroll
Month (person-months) ($000)

1 27 $ 58.6

2 27 $§ 58.6

3 27 $ 58.6

4 27 $§ 58.6

5 27 $ 58.6

6 27 $§ 58.6

7 72 $ 156.2

8 74 $ 160.6

9 77 $ 1le7.1
10 84 $- 182.3
11 95 $ 206.2
12 130 $ 282.1
13 190 $ 412.3
14 187 $ 405.8
15 187 $ 405.8
16 187 $ 405.8
17 187 - $ 405.8
18 187 $ 405.8
19 . 144 $. 312.5
20 144 $ 312.5
21 144 $ 312.5
22 142 $ 308.1
23 131 $ 284.3
24 122 $ 264.7
25 115 $ 249.6
26 o3 $ 201.8
27 ‘ 81 $ 175.8
28 53 $ 115.0
29 179 $ 388.4
30 170 $§ 368.9
31 238 $ 516.4
32 238 $ Sl6.4
33 238 $ 516.4
34 238 $ 516.4
35 238 $ 516.4
Total 4,527 $9,823.5

1/ Represent jobs and payroll accruing to construction
workers residing within the New Haven-West Haven SMSA.

Source: Gladstone Associates
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from the New Haven labor market area). During the slacker perieds,
however, the services of some of these individuals would not be required,
resulting in the continual employment of approximately 100 of the original
500. Recognizing this, it appears that the projected demand for New

Haven area construction workers can be readily met from within the existing
labor force. Information from the Connecticut Department of Labor indi-
cates that as of June, 1980, 1,350 individuals were actively seeking
construction-related employment. At such levels, the mall construction
labor requirements could be accommodated from within the New Haven 1abor
market area.

Multiplier Effects of the Construction Phase. Because of the trading

interrelationships among various economic units, both inside and outside
the local economy, the initial expenditure of a dollar ordinarily creates
economic activity in excess of that one dollar. In other words, an
expenditure in the local economy from an outside source becomes income
to some economic unit (business or individual) within the local economy.
This economic unit, in turn, spends this income for a second level of
goods and services, some of it locally and some of it non-locally which,
again, takes the form of income to a third level of economic unit which,
in turn, expends this income, etc. |

Such a process is known as the "multiplier effect”, and is measured
by applicable multiplier rates -- a quantitative measure of the number
of times an initial expenditure is "respent" within the local economy.

Appropriate multiplier rates vary from one economy to another and
even from one industry, or type of economic activity, to another within
the same local economy. A model, called the "input-output analysis"
determines these rates but is available for only a very small number

of regions in the United States. Such a model is not available for
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the New Haven region and therefore precise multiplier rates cannot be
obtained.

Nevertheless, reasonable estimatés can be made for the appropriate
mu]tip]ier'rate. Multipliers can range from between 2.0 and 3.5. For
purposes of this analysis, a conservative multiplier of 2.5 has been
applied against projected wages from the North Haven Mall construction
phase. Thus, the injection of an additional $9.8 million in wages into
the New Haven region will generate about $24.5 million in economic activity.

It should be noted thaf although this impact is sizable, construction
jobs are temporary and therefore this impact, essentially, will be a

one-time effect over roughly a three-year period.

2. Mall Operations Employment

The number of jobs generated by operation of the North Haven Mall
will depend on the hiring practices and needs of the anchors and indivi-
dual mall shops. Based on conversations with retail management personnel,
estimates of operations employment have been made incorporating the
following assumptions:

1. The employment and wages projected below are based on full opera-

tional needs.

2. On average, total selling and support staff requirements for

the anchor stores will be as follows: 0.73 full-time employees
per 1,000 square feet; 1.14 part-time employees per 1,000 sguare
feet; and, 0.15 management per 1,000 per square feet. For the
individual mall shops, employment needs are estimated at approxi-
mately 1.5 employees per 1,000 square feet. Total mall management

staff is estimated at approximately 30 people.
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3. Gross hourly wages per employee were estimated from salary ranges
published by the Connecticut Department of Labor and are estimated
as follows: sales and non-sales personnel at $4.00 per hour;
management at $20.00 per hour; and mall management personnel
at an average wage of $4.79 per hour. Total annual wages paid
to mall personnel will be approximately $25.16 million,

4. Full-time and part-time employment are defined at 37.5 and 20.0
hours per week, respectively.

5. Mall operations will require about 1,960 employees -- 1,160
full-time personnel and 770 part-time personnel, for a full-
time employment equivalent of 1,600 jobs.

Total employment associated with the operation of the anchor stores,
the mall shops and the management of the mall jtself is estimated at
approximately 1,960 jobs.

Due to potential sales transfers to the North Haven Mall from sales
locations elsewhere within the SMSA, it is projected that in 1990, under
an improbable "worst case" scenario (detailed more fully in Section

1IB Fiscal Impacts) approximately 280,000 s.f. of retail space may close

down due to insufficient sales volume. Approximately 450 jobs could,
therefore, be lost through these closings. As a result, all the positions
created at the North Haven Mall might not represent new jobs and new
wages into the region.
-- Net new jobs (on a full-time equivalent basis) result-
ing from development of the North Haven Mall are
projected at a minimum 1,150 positions in 1990.

These positions will generate approximately $9.3
million in wages.

Part-Time Employment: About 466 to 523 net new part-time positions

are expected to be created at the North Haven Mall. Based on the nature
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of these jobs and the typical experience of retailers, all of these
positions will Tikely be filled by 1nd191duals currently residing within
the New Haven labor market area or within those fringe towns such as
Cheshire, Meriden, Middlefield and so forth. Typically, these part-
time positions are filled by individuals wanting to supplement income
from other part-time or full-time jobs. These new part-time positions
are expected to generate about $2.0 to $2.2 million in annual wages.

Full-Time Employment: Non-management full-time employment is pro-

jected at 700 to 787 net new positions. The nature of the job and the
average salary for sales personnel and other non-management positions
are judged not high enough to induce a pérson to relocate or travel
in excess of 30 td 40 minutes from his or her place of residence. It
is conservatively projected, therefore, that the majority of full-time
positions -- 85 to 90 percent or roughly 595 to 700 jobs --would be
drawn from the New Haven SMSA -labor force. Available skill levels in
the New Haven labor market area and fringe area towns are adequate to
fi1l this demand.

Employment in the wholesale and retail trade sectors in the New
Haven labor market area has increased steadily since the 1975 recessionary
period. Between 1976 and 1980 approximately 1,080 jobs have been added
annually in this sector for an average annual growth rate of 3.0 per-
cent. During this time, the trade sector was second only to the service
sector in growth.

Recent information from the Connecticut Department of Labor for
June, 1980, indicates that at the present time, sales positions are
being sought by approximately 650 individuals and support-type positions
(clerical, bookkeeping, stock clerks, etc.) by an additional 2,639 indivi-

duals.
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Further, experience has shown that the potential labor pool is
greater than that implied by the State Labor Department figures, which
do not reflect job seekers not using the services of the State Job Office.
These figures also do not reflect the availability of individuals not
currently in the labor force, but who would consider employment if a
convenient opportunity arose -- i.e., homemakers, students, etc.

Additionally, the location of the North Haven Mall is such that
workers are also likely to be drawn from certain towns on the fringe
areas of the SMSA (Cheshire, Meriden, etc.) -- towns within a 20-minute
driving time. The labor resources of these individuals are not included
in information published for the New Haven Labor Market Area.

Management: Based on conversations with management of the intended
anchor stores, it is projected that about 40 percent of the management
positions may be £illed by individuals who will relocate into the New
Haven region. Information published by the Connecticut Department of
Labor indicates that the remaining 60 percent of management positions
could be easily filled from within the existing labor force. For June,
1980, there were approximately 129 individuals seeking management posi-
tions in the trade sector. These 34-38 new management positions will
generate annual wages on the order of $1.3-$1.5 million.

New Haven SMSA Capture: Net new employment opportunities which

will accrue to New Haven Labor Market Area residents will range between
1,120 to 1,300 positions. These new jobs will represent an increase

“of between 2.8 and 3.2 percent over existing employment in the wholesale
and retail trade sectors, and an increase in total regional employment
of between 0.6 and 0.7 percent. The subsequent wages generated by these

new positions will be on the order of $8.2 million to $9.5 million and
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will increase the total wages paid in the New Haven labor market area
by about 0.4 percent. The following table details total operational
employment required by the North Haven Mall as well as those positions
projected to accrue to New Haven area residents.

Multiplier Effects. Multiplier effects have already been explained

in the preceding section entitled Construction Employment. A multiplier

of 2.5 has also been used to estimate the total economic benefits that
mall operational employment will have on the local economy. Based upon
wage projections of $9.1 million to $9.5 million to be gained by New
Haven area residents, total economic benefits are estimated at approxi-
mate]y’$22.8 to $23.8 million per year. Assuming average wages of $15,000
per year and further assuming that 50 percent of the cost of these goods
and services demanded (i.e., the $22.8 and $23.8 million in economic
activity) is for labor, then secondary employment impacts are estimated

at 760 to 790 jobs. These are permanent on-going jobs, stated on a

full time equivalent basis.
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NEW EMPLOYMENT OPPORTUNITIES 1/

NORTH HAVEN MALL OPERATIONS PROGRAM
1985 (0% Annual Income Growth)

Total
Annual
Payroll
Position Jobs (Millions)
Selling
Full Time 574 $ 4.5
e 2/
Part Time 337 $ 1.4
Subtotal 911 $ 5.9
Support Personnel
Full Time 99 $ 7
Part Time &/ 110 $ 0.5
Subtotal 209 $ 1.2
Management (Full Time) ¥/ 57 § 2.2
Mall Management (Full Time) ¥/ 30 $ 0.3
Total 1,207 $ 9.6

1/ Does not include personnel expected to
not include positions projected to be
Haven Mall.

New Haven SMSA Capture

@ 85%
Annual
. Payroll
Jobs (Millions)

488 $ 3.8
337 $ 1.4
825 $ 5.2
84 $ 0.6
110 $ 0.5
194 $ 1.
33 $ 1.3
26 $ 0.2
1,078 $ 7.8

2/ Assumes all Part Time positions will be filled from within the SMSA.

@ 90%
Annual
Payroll
Jobs (Millions)
517 $
337 $ 4
854 $ 5.5
89 $
110 $ 5
199 IR
33 $ 1.3
27 $ 0.3
1,113 $ 8.2

be transferred from existing Sears' and Penney's operations. Also does
lost as a result of transfer sales from SMSA establishments to the North

3/ Capture rate estimated at 57% for Management positions and at 87% and 90% for Mall Management positions

(includes clerical positions).
Source: Gladstone Associates
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Position

Selling
Full Time

Part Time 2/
Subtotal

Support Personnel
Full Time
Part Time e/

Subtotal
ime) ¥/
Management (Full Time)
Mall Management (Full Time) /)

Total

1/ Does not include personnel expected to be transferred from existing Sears' and Penney's operations.

NEW EMPLOYMENT OPPORTUNITIES l/
NORTH HAVEN MALL OPERATIONS PROGRAM
1990 (0% Annual Income Growth)

New Haven SMSA Capture

Total @ 85%
Annual Annual

Payroll Payroll
Jobs (Millions) Jobs (Millions)
597 $ 4.7 507 $ 4.0
351 $ 1.5 351 $ 1.5
948 $ 6.2 858 $ 5.5
103 $ 0.8 88 $ 0.7
115 $ 0.5 115 $ 0.5
218 $ 1.3 203 $ 1.2
60 $ 2.3 ' 34 $ 1.3
30 $ 0.3 26 $ 0.2
1,256 $ 10.1 1,121 $ 8.2

@ 90%
Annual

Payroll
Jobs (Millions)
537 $ 4.2

351 $ 1
888 $ 5.7
93 $ 7
115 $ 5
208 $ 1.5
34 $ 1.3
27 $ 0.3
1,064 $ 8.8

Also

does not include positions projected to be lost as a result of transfer sales from SMSA establishments to

the North Haven Mall.

2/ Assumes all Part Time positions will be filled from within the SMSA.
3/ Capture rate estimated at 57% for Management positions and at 87% and 90% for Mall Management positions (in-

cluding clerical positions).

Source: Gladstone Associates
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NEW EMPLOYMENT OPPORTUNITIES Y/
NORTH HAVEN MALL OPERATIONS PROGRAM
1985 (1% Annual Income Growth)

New Haven SMSA Capture

Total @ 85% @ 90%
Annual Annual Annual
Payroll Payroll Payroll
Position Jobs (Millions) Jobs (Mi]Tion§) Jobs (Millions)
Selling
Full Time 616 $ 4.8 524 $ 4.1 554 $ 4.3
part Time & 361 § 1.5 361 $ 1.5 361 § 1.5
subtotal 977 $ 6.3 885 $ 5.6 915 $ 5.8
Support Personnel
Full Time 106 $ 0. 90 $ 0.7 95 $ 0.7
part Time 2/ 19 $ 0.5 19 § 0.5 119
Subtotal 225 $ 1.3 209 $ 1.2 214 $ 1.2
Management (Full Time) 3/ 62 $ 2.4 35 $ 1.4 35 $ 1.4
Mall Management (Full Time) ¥/ 30 $ 0.3 26 $ 0.2 27 $ 0.3
Total 1,294 $ 10.3 1,155 $ 8.4 1,191 $ 8.7

1/ Does not include personnel expected to be transferred from existing Sears' and Penney's operations. Also
does not include positions projected to be lost as a result of transfer sales from SMSA establishments to
the North Haven Mall.

2/ Assumes all Part Time positions will be filled from within the SMSA.

3/ Capture'rate estimated at 57% for Management positions and at 87% and 90% for Mall Management positions (in-
cludes clerical positions).

Source: Gladstone Associates
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NEW EMPLOYMENT OPPORTUNITIES +/
NORTH HAVEN MALL OPERATIONS PROGRAM
1990 (1% Annual Income Growth)

New Haven SMSA Capture

Total @ 85% @ 90%
Annual Annual Annual
Payroll Payroll Payroll
Position Jobs (Millions) Jobs (Millions) Jobs (Millions)
Selling . '
Full Time 67 $ 5.2 570 .4 604 $ 4.7
part Time &/ 394 $ 1.6 394 $ 1.6 394 $ 1.6
Subtotal 1,065 $ 6.8 964 $ 6.0 . 998 $ 6.3
Support Personnel
Full Time 116 $ 0.9 99 $ 0.8 104 $ 0.8
part Time &/ 129 $ 0.6 129 $ 0.6 129 $ 0.6
Subtotal 245 $ 1.5 228 $ 1.4 233 $ 1.4
Management (Full Time) ¥/ ‘68 § 2.7 38 § 1.5 38 $ 1.5
Mall Management (Full Time) 3/ 30 $ 0.3 26 $ 0.2 27 $ 0.3
Total ' 1,408 I 1,256 $ 9.1 1,296 $ 9.5

1/ Does not include personnel expected to be transferred from existing Sears' and Penney's operations. Also

does not include positions projected to be lost as a result of transfer sales from SMSA establishments to the
North Haven Mall. '

2/ Assumes all Part Time positions will be filled from within the SMSA.

3/ Capture rate estimated at 57% for Management positions and at 87% and 90% for Mall Management positions (in-
cludes clerical positions).

Source: Gladstone Associates




Labor Market Area

) TOTAL WAGES
SELECTED LABOR MARKET AREAS

JUNE 1981
(In Thousands of Current Dollars)

New Haven
Bridgeport
Stamford
Waterbury
Hartford

Total

Manufacturing Manugggkurigg Total
769,510 1,666,662 2,436,172
1,342,623 1,146,002 2,488,625
898,590 1,354,144 2,252,734
564,889 507,468 1,072,357
2,144,699 3,696,140 5,840,839
8,370,416 14,090,727

5,720,311

Source: Connecticut
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D. LAND USE IMPACTS

Development of a major regional mall may carry with it the potential
for altering land use patterns in its immediate area. For example,
as a significant generator of "consumer traffic," such a facility may
well prove an incentive to development of additional, ancillary retail
space that would not otherwise take place.

This report section evaluates those potential land use impacts
related to the proposed North Haven Mall. Specifically, the following
issues are addressed with regard to secondary development:

-- What type and magnitude of space might be developed

as a direct result of the mall given the retail traffic
flow associated with the mall, an improved "sense of

place,"” or identity for the area, and, possibly, improved
infrastructure in the area?

1. Secondary Development

Secondary development has been defined as any residential, commer-
cial, and/or industrial development which is likely to occur in the
reasonable foreseeable future as a result of the construction and oper-
ation of the North Haven Mall. That is, if the Mall were not constructed,
the projected secondary development would not likely take place.

To estimate the potential spin-off effects of the mall, in terms
of additional development, the opportunities and constraints for various
land uses were examined in several ways.

-- First, regional support for industrial, office,
commercial and residential development was examined.
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-- North Haven's historical capture rates for such
development were also analyzed.

-- The competitive advantage and "sense of place" of
the area which might be created as a result of the
operation of the North Haven Mall was also evaluated.

-- Inspections of several major shopping centers in
Connecticut were undertaken., The purpose was to
determine the extent to which the location and opera-

tion of a particular shopping center may have in-
fluenced additional development.

The extent to which the corridor surrounding the North Haven Mall
site (Washington Avenue, Valley Service Road and Mall Drive) would attract
additional development was also analyzed and would depend on several
factors:

-- ability to access Mall-generated traffic;
-- current land use and zoning;
-- barriers to development;

-- site availability; and
-- demand.

Factors Influencing Development

In analyzing the potential for secondary development as a result
of North Haven Mall operations, the land use patterns around several
_ other shopping centers were studied. The extent to which the operations
of these centers may or may not have contributed to secondary develop-
ment was found to be also influenced by other factors. These issues
are highlighted in the brief descriptions of the commercial activity
surrounding four major retail centers which appear immediately below.
Following those brief summaries is an analysis of how those issues might

diminish or enhance secondary development associated with mall operations.
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Other Regional Shopping Centers

Meriden Square. Due to the scarcity of commercially-
zoned 1and close to Meriden Square, it appears that

there has been no new commercial development associat-

ed with this mall's operations. Built in 1971,
Meriden Square contains 546,000 square feet of retail
space and is anchored by G. Fox and J.C. Penney's.
It is located on Lewis Avenue off Route 66 West.

It is bounded by Route 66 on the south and by signi-
ficant single family residential development on

the remaining three edges. The lack of available
sites as well as the extensive existing residential
development appear primarily responsible for con-
straining further commercial development in the
area.

West Farms Mall. The West Farms Mall, anchored

by G. Fox, Sage-Allen and J.C. Penney's, was opened
in 1974 and contains slightly more than 1 million
square feet of space. It is located at the Corbin's
Corner exit off I-84. The Corbin's Corner Parkade, -
built in 1962, is located opposite the Mall and
includes Sears, Stop & Shop and a number of small
retail establishments.

The West Hartford-Farmington area experienced con-
siderable growth in the 1960's and early 1970's.
Development of the Mall here was likely in response
to this growth and the continued orientation of
growth away from the City of Hartford itself. The

Jocations of the West Farms Mall, in turn, established

the area as a retail concentration, contributing

to the area's attractiveness and convenience. The
only significant development to date has been the
recent construction of two small centers about one-
quarter to one-half mile from the mall, totaling
about 200,00 s.f.

The first of these is a community center planned
for 166,150 square feet with on-site parking for
900 cars. It would be anchored by a K-Mart and

a Waldbaum's Food Mart and contain several smaller
shops. The other center is more of a neighborhood
center and would contain a total of about 30,000
s.f. It is expected to include an auto parts type
of store, a bank, a restaurant, a hair salon, a
finance company, a woman's clothing store and a
shoe store.

It is important to note these have been the only
significant developments to date -- 200,000 s.f.
built within six years after the opening of the
mall.
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-- Trumbull Shopping Park. Similar to Meriden Square,
the operation of the Trumbull Shopping Park does
not appear to have had any spin-off effects in terms
of additional commercial development in the area
surrounding the shopping center site. The mall
itself is anchored by G. Fox and Read's and is located
just off the Merritt Parkway. Although the easy
access from the Parkway to the Mall makes the sur-
rounding area attractive for commercial use, actual
commercial development has been constrained by the
lack of sites and by the predominance of the sur-
rounding residential uses.

-- Magic Mile. Magic Mile is the name by which the
commercial strip along Dixwell Avenue in Hamden
is more commonly known. This strip is dominated
by three large shopping centers -- Hamden Mart,
Hamden Plaza and the Caldor Shopping Center -- total-
ing about 1 million square feet. There are also
a large number of smaller retailing establishments:
restaurants, gas stations, fast food chains, etc.
The area is convenience-oriented, the major stores
being large grocery chains and discount department
stores.

Hamden Mart and Hamden Plaza were built in the late
1950's and early 1960's. The Sears store (Tocated
across the street from these centers) is over 20
years old as well. Access to this commercial dis-
frict is excellent from the Wilbur Cross Parkway.
Dixwell Avenue is also a main traffic route that
runs between New Haven and Hamden and north. It
would appear that the commercial growth here began
as a response to the population jncreases in the
New Haven suburbs. The fact that Dixwell Avenue

is a major artery and that the area has excellent
access from the Parkway also contributed to the
attractiveness of this particular area. As the .
Magic Mile strip became a viable, identifiable retail
concentration, business was further attracted to
the area.

Some apartment units have been constructed on the
hill behind the shopping centers. This development
cannot be attributed to any one factor, but is likely
the result of good access, residential demand, zoning
and proximity to an jdentifiable commercial node.

Ability to Access Mall-Generated Traffic. The projections of Mall-

generated traffic have indicated that the two major access routes to

the Mall would be Valley Service Road and Mall Drive. Specifically:
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-- 55 percent of the Mall-generated traffic would arrive
via Valley Service Road. Of these, the majority
would reach Valley Service Road from the west (via
Wilbur Cross Parkway, State Street, Bishop Street,
etc.), and the remaining traffic would arrive from
the east -- via I-91 and Route 22.

-- Mall Drive would be the primary access route for
45 percent of all Mall-generated traffic. The major-
ity of the cars would be coming off I-91 with some
accessing Mall Drive directly from Washington Avenue.
The increased traffic along these routes would increase the visi-
bility and attractiveness of sites along Washington Avenue, Mall Drive

and Valley Service Road for commercial uses.

Current Zoning and Land Use. The North Haven Mall site, as well

as those sites to the north and south along Valley Service Road are

zoned light industrial. This includes various types of light manuf actur-
ing, research facilities, as well as shopping centers, restaurants,
hotels and so forth. The corridor on the east side of Washington Avenue
is zoned for general commercial and the west side for both commercial

and light industrial. The commercial zone permits most of the uses
allowed in the light industrial zone with the exception of warehousing
and manuf acturing establishments.

The land use in this area reflects the zoning restrictions placed
upon it. The North Haven Mall site, as well as that land south to Route
22, is predominantly vacant. To the north of the site. is the Pratt
and Whitney complex and some vacant land. The Washington Avenue corridor
is commercially-oriented with several community shopping centers, profes-
sional offices, banks and an assortment of fast food restaurants.

Barriers to Development. There are several natural and man-made

barriers which are likely to constrain additional development in the
vicinity of the North Haven Mall. Specifically, the channel encroach-

ment lines would likely form the western boundary of any development
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which might take place along Valley Service Road. Development along
the western portion of Valley Service Road would be further contained
by the Pratt and Whitney complex to the north and by the 1-91 ramps
and Route 22 bridge to the south.

On the eastern side of Valley Service Road, development would be
constrained by I-91>and the railroad tracks to the east and by the channel
encroachment line to some degree along the south.

Site Availability. One of the critical factors affecting induced

" development opportunities is the availability of feasible sites. Given
its present commercial character, it would appear that Washington Avenue
would be a prime location for additional commercial development which
might occur as a result of the North Haven Mall. At the present time,
however, there appears to be a lack of vacant sites which might accommo-
date any large scale office or retail development. There may be an
opportunity, however, for modest expansion of the existing community
shopping centers as well as better merchandising of some of the underuti-
1ized establishments.

The only major vacant parcels in the vicinity of the North Haven
Mall site are along Valley Service Road. This area, given the projected
traffic volumes and current land use and zoning, would be the area best
suited to any modest scale commercial development.

Demand. The extent to which the North Haven Mall would act as
a catalyst for additional development would depend in large part on
not only regional demand for a particular service, but also on North

Haven's historical capture rates for particular types of development.
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-~ Office. As a result of continuing growth in the
office-using employment sectors (finance, services,
etc.), demand for office space is projected at 120,000
s.f. annually over the next 10 years. Based on
historical capture rates it was estimated that the
town of North Haven might capture 5 percent to 10
percent of this regional market, or 60,000 to 120,000
s.f. over the next ten years. The North Haven Mall,
however, would help to create an identifiable commer-
cial node, enhancing the visibility and attractive-
ness of the surrounding sites. As a result, it
is estimated that North Haven might capture an addi-
tional 50,000 s.f. of office space.

-- Retail. The demand for retail services is discussed
fully in Section IIA. Any induced retail develop-
ment which may occur would likely take place on
sites close to the North Haven Mall. This develop-
ment would occur Tess directly as a function of
demand than of the increased attractiveness of the
area as a retailing location. The increased, easily
accessible traffic (generated from both the Mall
and the Washington Avenue establishments), the identi-
fication of the area as a retailing node, as well
as the area's convenient access to major highways
are factors which would influence retailers' location-
al decisions.

-- Residential. It was projected in Section IIB, Employ-
ment, that about 40 management positions might be
filled by individuals currently residing outside
the New Haven SMSA. Assuming that all of these
employees and their families relocate to the area,
jt is likely that a significant number would wish
to live fairly close to their place of work. It
is projected, therefore, that approximately 30 per-
cent, or 12 families, would seek residence in the
town of North Haven. The remaining 28 families
are projected to relocate in the various cities
and towns throughout the New Haven region.

Opportunities for Secondary Commercial Development

The brief summaries above point out the fact that the operation
of a major shopping center would not, in and of itself, cause additional
commercial (office or retail) or residential development to occur.

Those factors which attract a regional shopping center to a particular
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location are also attractive to other retail and office uses as well
-- access, visibility, availability of land, proximity to population

centers and so forth. Briefly,

—- In the cases of Meriden Square and Trumbull Shopping
Park, although access is good, additional commercial
development has been inhibited by lack of available
land and the extent of surrounding residential develop-
ment.

-- The development of Magic Mile appears to have been
the result of uncontrolled, unplanned commercial
growth which occurred over a long period of time.
Growth probably became concentrated here because
of access to major highways, the availability of
sites, the growth of suburban towns and the gradual
"gnowballing" and massing of commercial establish-
ments.

-- With regard to West Farms Mall, secondary develop-
ment cannot be attributed to the operations of West
Farms itself, but to the combined influence of this
center with the Corbins Corner Parkade, the level
of traffic generated by these two centers, visibili-
ty and access to 1-84 and the Tocation of major
population centers. Clearly, when all these factors
are at play in one location, the potential for spin-
off development opportunities are enhanced.

The conditions surrounding the North Haven Mall site are similar
to that of the West Farms Mall and Magic Mile described above. As such,
it is judged that the North Haven Mall would encourage additional commer-
cial development for the following reasons:
-- The Washington Avenue area is an established commer-

cial corridor. The operation of the North Haven

Mall would further contribute to this area's identifi-

cation as a major retail node.

-- The area has good access from both the Wilbur Cross
Parkway and 1-91.

-- The demand for additional personal services and
convenience retail services in this area may increase
as a result of increased consumer traffic into the
area.
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-- Population growth continues to be concentrated in
the suburban areas of the New Haven SMSA,

It is projected that any additional commercial development is likely
to take place along Valley Service Road and along Washington Avenue.
Due to density of existing commercial development and the lack of sites
of adequate size, however, development along Washington Avenue is likely
to be limited to some modest expansion of the existing centers and better

utilization of vacant and underutilized space.

-- Retail. It is likely that some of the secondary
development associated with mall operations would
be in the form of new retail space. This develop-
ment would be reinforced by the existing commercial
character of the area. It is likely that retail
development might occur on Washington Avenue on
infill sites or as expansions of existing centers.
Additional retail development might also take place
on available sites along Valley Service Road.

-- Office. The provision of additional shopping and
dining opportunities would enhance the attractive-
ness of this area for small scale office develop-
ment.

-- Timing. Approximately 60 acres of land are poten-
tially available for secondary development along
Valley Service Road. It is reasonable to expect
that secondary development may not occur until the
mall has been successfully operating for 1 to 2
years. Additionally, the nature of the soils on
some of these sites may require additional costs
and a longer construction period. As such, it is
judged that 40% of the available land might be deve-
loped within the first 10 years following the mall
opening with the remaining land being developed
within the second ten year period.

In addition, the extent of secondary development

can be limited by the town of North Haven through
the planning process and through zoning controls.
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Opportunities for Induced Residential Development. The North Haven

Mall would induce residential development only to the extent that people
who may be working in the Mall and who are currently living outside

the SMSA would relocate to cities/towns within the New Haven region.

As mentioned previously, it is estimated that about 40 management posi-
tions would be filled by persons currently residing outside the SMSA.
Due to the time, costs and inconveniences which may be involved in com-
muting, all of these individuals and their families are projected to

relocate to New Haven SMSA locations.

-- Of these 40 families, it is judged that 30 percent,
or 12 families, would relocate to the town of North
Haven. This additional development can be accom-
modated within the existing residential sections
of the town.

—- The remaining 28 families are projected to relocate
in the various cities and town within the New Haven
region.

—— The salaries for mall sales and support personnel
are not judged high enough to attract individuals
from outside the SMSA to move here for purposes
of working at the mall.

—- The construction phase of the mall would not result
in additional residential development. The construc-
tion jobs are not permanent and are expected to
be drawn from a commuting radius of approximately
a 1- to Bs-hour drive.
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E.  CUMULATIVE IMPACTS

The outlook for shoppers goods'séles in the New Haven metropolitan
area has been projected under both a Qaseline supply condition and the
incremental supply condition of the Nérth Haven Mall., These have been
detailed in the preceding sections.

There are several proposals for possible additions of retail space
devoted primarily to shoppers goods iniand around the North Haven Mall
trade area. Only one of these proposais -- the refurbishment and addi-
tion of 20,000 square feet of retail space at the Connecticut Post Shop-
ping Center in Milford -- has been partially implemented. None of the
others are 1likely to be developed in the reasonably foreseeable future
for a variety of reasons, including 1océ1 zoning controls and approvals,
lack of access and unavailability of critical utility services. In
addition, the development of the North Haven Mall is likely to reduce
the probability of jmplementation of the other proposals. (See "Retail
Project Proposals" further below in this section for a discussion of
these proposals.)

The aggregation of the discrete impacts that Connecticut Post and
the North Haven Mall will exert on SMSA sales destinations has been
defined as "cumulative impacts." The projected impacts of the expanded
Connecticut Post facility, presented below, are in addition to the pro-
jected impacts of the North Haven Mall, discussed previously.

Further, aside from identifiable discrete projects, there may be
new shoppers goods retail space added in new neighborhood or community
centers dispersed over several locations (as occurred during the 1970s).
The cumulative impacts of this type of deyelopment are also assessed

here.
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1. Connecticut Post Shopping Center

The Connecticut Post Shopping Center contains about 800,000 square
feet of ret$i1 space, approximately 600,000 square feet of which is
estimated to be in shoppers goods space. In 1977 total retail sales
for the center (reported by the Census and adjusted by Gladstone Associ-
ates to reflect state sales tax) were estimated at $34.1 million, down
from $61.7 million in 1972. A significant portion of this sales decline
is attributable to the decrease in shoppers goods sales from $41.0 mil-
lion in 1972 to $18.9 million in 1977. The loss implies a reduction
in shoppers goods space productivity from $68 in 1972 to $32 in 1977.
Overall productivity for the total center in 1977 is estimated at $43
per square foot. These estimates are well below industry standard which
range from $85 to $100 per square foot.

Using Connecticut Department of Transportation data (detailed in
the sales flows matrix and the Methodology section -- see Section III(D)(3)),
it is estimated that 20.1 percent of the center's 1977 shoppers goods
sales, $3.8 million, flowed from residents of the New Haven metropolitan
area to Connecticut Post in Milford, which is not within the SMSA.

Under static supply conditions, 1990 Connecticut Post shoppers
goods sales originating from New Haven metro households were projected
at $3.9 million, assuming zero percent income growth. With the proposed
North Haven Mall, it is estimated that approximately 35 percent -- or
$1.4 million -- of these sales would be recaptured by the metro. There-
fore, under the incremental supply condition (with the North Haven Mall),
Connecticut Post's draw {absent any remerchandising or expansion) from

the New Haven metropolitan area in 1990 under zero percent income growth
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is estimated at $2.5 million. (Under the one percent income growth

assumption, this draw would be $2.8 million.)

Connecticut Post Shopping Center -- Expansion

Connecticut Post has recently enclosed and partially remerchandised
the existing center, and changed the internal configuration to provide
an additional 20,000 square feet of retail space. For purposes of this
analysis, it is conservatively assumed that the addition consists primari1y
of shoppers goods space. Such actions have likely improved the center's
currently low produétivity level. While it is not possible to precisely
quantify this potential increase it is assumed, in order to provide
some quantitative indication of potential impacts, that the center's
productivity level might go to $45 per square foot by 1985 fa 40 percent
increase over the most recently reported level), generating $8.7 million
in new sales, and to $50 per square foot by 1990 (a 60 percent increase),
resulting in an additional $11.8 million (again, over 1977 levels) in
shoppers goods sales for the center. (It should be noted that these
improved sales volumes and productivity levels are in 1977 constant

ldo]]ar terms.)

POTENTIAL INCREASED SHOPPERS GOODS SALESl/
CONNECTICUT POST
(In millions of 1977 constant dollars)

10852/ 19903/

Refurbishing of

Existing Space $7.8 $10.8
New Space $0.9 $1.0
Total $8.7 $11.8

1/ Assumes remerchandising and a 20,000 s.f. addition.
2/ At an increase of $13 per square foot.

3/ At an increase of $18 per square foot.

Source: Gladstone Associates.
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Impacts of Connecticut Post Expansion

As noted above, 20.1 percent of the 1977 shoppers goods sales at
Connecticut Post originated from individuals residing within the New
Haven SMSA. Given the relatively small increase in projected new space
for the center, it has been assumed that shopping patterns will remain
relatively constant and that the existing trade area for the center
will remain essentially unchanged. Hence, it is estimated that 20.1
percent of the increase in sales for Connecticut Post will be generated
by New Haven SMSA residents. This potential additional *‘capture" of
metropolitan area expenditures would thus amount to $1.7 million in
1985 and $2.4 million 1990.

Not all these expenditures, however, will represent diversions
from SMSA sales destinations. As noted, $1.7 to $2.4 million in the
potential incremental Connecticut Post sales will come from residents
of the New Haven SMSA (primarily from the six cities/towns of East Haven,
Bethany, Woodbridge, Orange, West Haven and New Haven). Approximately
92% of these incremental sales will represent diversions from existing
metropolitan area sales destinations. These diversions and subsequent
impacts on SMSA sales are presented in the table below.

PROJECTED POTENTIAL CUMULATIVE IMPACTS
NEW HAVEN SMSA SHOPPERS GOODS SALES
(In millions of 1977 constant dollars)

Scenario I Scenario II
1985 1990 1985 990
Projected SMSA Sales T/ $428.5 $426.8  $464.0 $485.7
Potential Diversions to
Connecticut Post $ 1.6 §$ 2.2 $ 1.6 $ 2.2
As Percent of SMSA Sales 0.4% 0.5% 0.4% - 0.5%

1/ Under incremental supply. Includes improved inflow resulting
from North Haven Mall.

Source: Gladstone Associates
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Sales diversions to Connecticut Post would have a minimal impact
on shoppers goods sales in the New Haven metropolitan area. Under both
Scenarios I and II, these diversions would represent 0.4% of projected:
metropolitan area shoppers goods sales 1in 1985 and 0.5% of these sales
in 1990.

Of particular interest here are the potential impacts of these
diversions to Connecticut Post on the New Haven CBD and on Hamden's
Magic Mile -- the two major retail centers in the New Haven metropolitan
area. Under the incremental supply condition, expenditures at these
two centers which would originate from the six SMSA locations noted
above (East Haven, Bethany, Woodbridge, Orange, West Haven and New Haven)
were expressed as a percentage of aggregated purchasing power in these
towns. Expenditures at New Haven CBD originating from these SMSA loca-
tions range from 23 percent in 1985 and 1990 under Scenario I to 22
percent in 1985 and 1990 under Scenario II. The respective percentages
of purchasing power from these locations spent at Hamden's Magic Mile
are estimated at 5.9 percent under Scenario I and 5.4 percent under
Scenario 1I. To determine the potential diversion of SMSA expenditures
from these centers to Connecticut Post, these percentages were applied

to the SMSA diversions projected above.

Under these conditions, it is estimated that an improved Connecticut
Post (as described) might divert $400,000 to $500,000 annually from
New Haven's CBD and $90,000 to $100,000 per year from Hamden's Magic

Mile.
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2. Community Shopping Centers

Based on past trends concerning additions to the regional retail
supply, it is recognized that perhaps 250,000 square feet of additional
shoppers goods space might be added to the regional supply through the
year 1990 in the form of small community shopping centers, ranging in
total size from, say, 100,000 to 150,000 square feet. The anchors of
such centers would likely be a single discount department store and
a major supermarket. Small specialty stores and personal service estab-
lishments might also be included in the centers. These centers would
probably be located at the periphery of the New Haven metropolitan area
in communities currently underserved by the existing retail supply.

Community shopping centers typically have a narrowly confined mar-
ket area, perhaps within a driving range of approximately 15 to 20 min-
utes along local streets. Because of this constricted trade area, as
well as the type of merchandise offered in these centers, it is judged
that there would be minimal impacts on New Haven's CBD. On the other
hand, depending on the location of these centers (no specific proposals
are known to date), sales at Hamden's Magic Mile may be impacted to
the extent that some shoppers may find comparable retail services in
a new center. Such potential impacts can not be reasonably quantified,
however, since there are no specific locations, centers or stores to

be evaluated.

3. Retail Project Proposals

Possible candidate sites for the provision of additional retail
services were identified through interviews with appropriate public

agency technical personnel, a representative sampling of private retail
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interests, and visits to a cross section of real estate brdkers. These
investigations have revealed the existence of several prdposaTs relating
to major retail centers in and around the trade area of the proposed
North Haven Mall. A brief analysis of these proposals, set forth be]ow;
reflects that none of them are 1likely to be implemented in the reasonable

foreseeable future.

-- Marsh Hill Road, Orange: This proposal is for a
regional shopping mall at a currently undeveloped
site near Exit 41 and 1-95. No application respect-
ing this possible development has been filed with
the Town of Orange. There has been no public indi-
cation that any major chain retailer has entered
into any commitment for this possible development.

The Town of Orange requires that a shopping center
be sewered. With minor and jmmaterial exceptions,
the entire town uses septic tanks. The neighboring
municipality of West Haven has refused to allow
Orange to tie into its sewer system. Thus, unless
West Haven alters its position, this proposal would
be required to have sewage treatment facilities.

In addition, a mall would require the upgrading

and widening of Marsh Hill Road to provide adequate
access. '

Finally, development of the North Haven Mall is
likely to render this proposal more remote.

-- Milford Parkway and Wilbur Cross Parkway, Milford:
This proposal is for a regional shopping center
at a currently undeveloped site in Milford, Connecti-
cut between the Milford Parkway and Wilbur Cross
Parkway.

The property is zoned for low density residential
use, and a zoning change is thus required. There

is currently no application on file with the Town
Planning and Zoning Commission for that change.

In addition, a special permit would be necessary,
and no application for that approval has been filed.
There has been no public indication that any major
chain retailer has entered into any commitment for
this possible development.

Access is extremely limited and implementation of
this proposal would require the construction of

an interchange to the Milford Parkway. A plan for
this interchange and traffic improvements, as part
of an application for certification, has been sub-
mitted to the Connecticut State Traffic Commission.
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In addition, truck traffic is banned on the Wilbur
Cross Parkway and the Milford Parkway; thus, the

only access for trucks to the potential site would
be through local and principally secondary streets.

The town's sewage treatment plant, which would serv-
ice a mall, possesses no additional capacity, and

a planned expansion requires, at a minimum, federal
approval, bond approval, and condemnation of neces-
sary property before construction can commence.

Finally, development of the North Haven Mall would
make implementation of this proposal less likely.

Magic Mile, Hamden: The most recent proposal by

The Town of Hamnden relating to this shopping area
involves a phased expansion. This proposal involves
a phased expansion. this proposal involves the
demolition of two existing retail facilities on

the eastern side of Dixwell Avenue, and extensive
reconstruction of retail structures on top of parking
facilities. This proposal has been rejected, accord-
ing to the Town, by owners of the property.

There have also been, according to the Town, discus-
sions about upgrading these two retail facilities
through the addition of several small stores along
Dixwell Avenue. The intent of such additions would
be to make these centers more attractive from the
Avenue. This proposal would require a variance

as it would reduce the available parking below that
required by the Town's zoning. This proposal has
not advanced beyond the discussion stage.

East Main Street, Branford: There was a proposal

Tor the possible construction of a shoping mall

at East Main Street in Branford off Exit 56 of [-95.
Until mid-1979, the proposed site was zoned indus-
trial, a category which would not permit a regional
shopping center. The developer sought a zoning change
to a "special development area" district for 200
acres, which would have allowed a shopping center
development, subject to various other town approvals.
In July, 1979, the Town Planning and Zoning Commis-
sion granted re-zoning of only 30 of the requested
200 acres. :

At present, this development proposal is inactive.
Town officials indicated the absence of any active
interest in the site for development of a regional
shopping center.
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III. ATTACHMENTS

A. BACKGROUND ECONOMIC INDICATORS

A detailed analysis of demand for retail goods and services appears

in Section IIA of the body of this technical report. This analysis

is based on the evaluation of various interrelated economic variables

which are detai1éd below -- population, employment and income.

Tb better‘understand‘the relative position of the New Haven region

against that of the State of Connecticut and the larger Southern New

England region, trends and projections in popu1ation, employment and

income for

the three areas have been examined and compared. In general,

the economic climate of the New Haven SMSA‘compares favorably with that

of the State and the larger region.

while population in the City of New Haven has been
declining, population in the suburbs has increased

at a rate at least equal to, if not greater than,
that of the other larger geographic regions. Popula-
tion projections indicate that this trend is expected
to generally continue through 1990. ‘

Employment in the New Haven Labor Market Area (defined
as the New Haven SMSA) has increased steadily since
1975. Recent unemployment rates are approximately
equal to that of the State of Connecticut. Employment
projections for the region indicate that the employ-
ment in the region is expected to increase by about

1 percent annually through 1990.

Per capita income for the SMSA has generally been
lower than that of the State of Connecticut but
higher than per capita income for the Southern New
England area. '

These economic indicators are analyzed more fully below.
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1. Definition of Relevant Geographic Areas

In the course of this analysis, several geographic areas will be
referred to, discussed and/or compared. These have been defined as

follows:

-- New Haven-West Haven SMSA. This area is of primary
Tmportance because it is the area for which published
information is most readily available. In New England,
the Standard Metropolitan Statistical Area (SMSA)
is defined by the Bureau of the Census to include
a city (cities) of specified population which consti-
tute the central city. It also includes contiguous
cities and towns when the economic and social relation-
ships between these meet specified criteria of metro-
politan character and integration. The composition

~ of the SMSAs are reviewed periodically and certain
cities/towns may be added or deleted as deemed neces-
sary. The New Haven-West Haven SMSA is currently
defined to include the following: Clinton, New
Haven, West Haven, Bethany, Branford, East Haven,
Guilford, Hamden, Madison, North Branford, North
Haven, Orange, Wallingford, and Woodbridge. “(Clinton,
Madison and Wallingford were added to the SMSA defini-
tion in April, 1973.) '

-- North Haven Mall Market Area. Based on current
retailing patterns, road networks, driving times
and population centers, the principal market area
for the proposed mall includes North Haven, New
Haven, Wallingford, North Branford, East Haven,
Cheshire, Bethany, Woodbridge, Branford, Guilford,
Hamden, Orange, West Haven, Clinton, Madison, Durham,
Middlefield and Meriden.

-- South Central Connecticut Planning Region. The
State of Connecticut has been divided into approximate-
ly 15 planning regions. These planning regions
do not conform to SMSA boundaries and are not recogniz-
ed by the Bureau of the Census as separate economic
units. They have been designated as separate regions
as a planning tool only. The South Central Region
is centered around the New Haven metropolitan area
but is defined differently than the SMSA. The plann-
ing region has been defined to include Bethany,
Branford, Guilford, Hamden, Madison, Meriden, Milford,
New Haven, West Haven, East Haven, North Branford,
North Haven, Orange, Wallingford, and Woodbridge.
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-- New Haven. The City of New Haven itself and, in
particular, the central business district (CBD)
are important in that they represent major centers
of economic, employment and cultural activity in
the region.

-- North Haven. As the municipal location for the
proposed mall, the Town of North Haven will experience
a series of direct impacts. It is important to
understand the existing economic climate as well
as recent trends taking place in the Town of North
Haven in order to better assess any future impacts
of the proposed mall.
-~ Southern New England, This is defined to include
the states of Massachusetts, Rhode Island and Connec-
ticut. Given their geographic orientation in the
Northeast, the major transportation routes running
through these states, and general similiarities
in terms of population growth, employment growth
and economic base, it is important fo understand
this region as a single economic unit in which its
various subareas -- that is the individual states,
the SMSAs and the individual cities and towns --
operate.

-- State of Connecticut. The municipalities in the
State are most directly affected by the economic
policies and decisions made at the State level.
Trends on the local and regional levels would be
most directly compared to state trends to assess
the New Haven region's relative position.

2. Population

New Haven-West Haven SMSA. Population in the metropolitan area,

as a whole, has continued to show small increases in population over
the last several years. This trend is expected to continue through
1990.
-- Between 1960 and 1970 population increased from
359,500 to 411,300 -- an annual increase of 5,200

persons or 1.4 percent compared with an annual rate
of increase of 2.0 percent for the State.
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-- This regional growth slowed between 1970 and 1980
to about 0.2 percent annually, or an increase of
about 630 persons per year.

-- Population projections indicate that population
in the region is expected to increase by 0.3 percent
annually through 1990 -- adding about 1,100 persons
per year.

City of New Haven. The population increases in the New Haven-West

Haven SMSA were not distributed equally throughout the region. While
many suburban areas were experiencing gains in total population, the

City of New Haven has lost population over the last 20 years. For example:

-- between 1960 and 1970, population declined from
152,000 to 137,700 -- an average annual decline
of 0.9 percent.

-- in the following decade population continued
to decline at a rate of 0.8 percent
annually to a 1980 population of 126,100.

-- further minor decreases in the city's population
are anticipated through 1985 when population is
projected at 124,100. A slight reversal in past
population trends is then anticipated and population
is expected to reach 126,100 again in the year 1990.
Suburbs. While the City of New Haven was experiencing population
losses, the population in the suburbs was increasing at a rate at least
equal to, if not greater than, that of the State of Connecticut and the
Southern New England region. - These comparisons are detailed in the
table below. Briefly,
-- the population in the New Haven suburbs increased
at a rate of 3.1 percent annually between 1960 and
1970, adding 6,600 persons per year (as compared

with annual rates of increase of 2.0 percent for
Connecticut and 1.3 percent for Southern New England).
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-- suburban population continued to increase through
1980 at about 0.7 percent annually. This moderating
trend reflects the population gains taking place
in the state and larger Southern New England region
during this same period.

-- the current population of the SMSA is estimated
at 417,600 persons. Of this, 291,500 persons are
residing in places outside of the city of New Haven
-- 70 percent of the SMSA population.

-- These increases in population are expected to continue
at a rate of about 0.4 percent annually through
1990 when suburban population is projected to be
302,500.

State of Connecticut. The State of Conmecticut has had population

increases at a rate slightly above that for the Southern New England

area.

-- Between 1960 and 1970 State's population increased
at a rate of 2 percent annually, or about 50,000
persons from 2,535,200 in 1960 to 3,031,700 in 1970.

-- With current population at about 3,108,000 this
growth has slowed considerably since 1970 to an
annual rate of increase of 0.3 percent.

-- Population projections prepared by the Office of
Policy and Management indicate that population in
the State is expected to increse at less than 1.0
percent annually through the year 1990.

Southern New England. During the last 20 years, the most substantial

gains in population occurred between 1960 and 1970 when population increas-

ed from 8,543,300 to 9,669,500.

-- During this period the region added approximately
112,600 people per year for an annual growth rate
of 1.3 percent.
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POPULATION TRENDS AND PROJECTIONS
NEW HAVEN REGION AND SOUTHERN NEW ENGLAND
1960 - 1990
{In Thousands)

Average Annual Change

1960 - 1970 1970 - 1 - 199
1960 1970 1972 1977 1980 1986 1990 Number  Percent Wumber Percent  Number Percent
New Haven - West Haven
City of New Haven 152.0 137.7 135.4 127.5 126.1 124.1 126.1 (1.4) (0.9) (1.2) -{0.8) -- -
Suburbs 207.5 273.6‘ 277.2 287.3 291.5 297.3 302.5 6.6 3. 1.8 0.7 11 0.4
Total 359.5 411.3 412.6 414.8 417.6 421.4 428.6 5.2 1.4 0.6 0.2 11 0.3
Southern New England '
Connecticut 2,535.2 3,031.7 3,046.9 3,084.8 3,107.6 3,179.6 3,258.2 50.0 2.0 7.7 0.3 15.1 0.5
Balance 6,008.1 6,637.8 6,647.2 6,670.4 6,684.2 6,693.4 6,730.7 63.0 1.0 4.6 0.1 4.7 0.1
Total 8,543.3 9,669.5 9,694.1 9,755.2 9,791.8 9,873.0 9,988.9 112.6 1.3 12.2 0.1 19,7 0.2

Source: U.S. Census, 1970, 1980 Estimates, State of Massachusetts, Office of State Planning; Rhode Island Statewide Planning Program; State of Connecticut,
Office of Policy and Management; Norris Andrews, South Central Connecticut Regional Planning Agency (1977 Estimates For New Haven SMSA); Gladstone

Associates.




Of the three states, Connecticut experienced the
highest annual growth rate during this period --
2.0 percent annually.

From 1970 to 1980 growth slowed considerably with
slightly more than 12,000 persons added each year
for an annual growth rate of 0.1 percent. Current
estimates place the region's population at about

- 9.8 million people.

Projections from each state indicate that population
growth will not be as substantial as reported through
the early 1970's. Through 1990, population growth

in the region is projected at about 0.2 percent
annually. «

3. Employment

Employment is measured in two ways: by place of residence, that

is the number of residents of a particular area who are employed (these

individuals may or may not werk in the town in which they 1ive); and

by place of work -- for a given area the number of persons working for

firms located in that particular area.

New Haven-West Haven SMSA. As mentioned in the previous section,

the SMSA definition closely approximates that of the North Haven Mall

Market Area. Therefore, employment data reported for this area are expect-

ed to be indicative of the employment situation in the Mall's Market

Area. Employment trends in the region are outlined as follows:

Nonagricultural employment trends, as reported by
place of work by the Bureau of Labor Statistics,
show that between 1972 and 1976 the New Haven Labor
Market Area lost slightly more than 430 jobs annual-
ly --a decline of 0.2 percent per year.

The largest decreases were in the construction and
manufacturing sectors. Employment gains from 0.6

to 2.4 percent annually, however, were registered

in the service, wholesale and retail trade, and finance
sectors.
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-- These losses in employment were due more to national
economic conditions than to circumstances peculiar
to the New Haven SMSA economy. Since 1976, there
have been significant increases in employment.

An average of 4,403 jobs were added annually between
1976 and 1980 for an annual rate of increase of 2.5
percent. The largest employment gains were in the
following sectors:

wholesale and Retail Trade 3.0% annual increase
Transportation 3.8% annual increase

Services

4.0% annual increase

Government 1.9% annual increase

-- Employment projections prepared by the Connecticut
Department of Transportation indicate that employment
will increase by about 1,800 jobs per year through e
1990. The largest increases are expected to occur
in the trade and services sectors.

These trends ref1ect shifts in the employment base of not only

the New Haven region, but of Southern New England as well, away from

manufacturing and into the services and trade sectors.

The unemployment rate in the SMSA (which is reported by place of

residence) has generally reflected trends on the State level. Unemploy-

ment in the region did

peak at a slightly higher point in 1976 -- 9.9

percent as compared with 9.5 percent for the state. Recent figures

show unemployment rates for the SMSA and the State at 6.3 and 5.9 percent,

respectively.

New Haven SMSA

State of Connecticut

!

TRENDS IN UNEMPLOYMENT RATES

1972 1973 1974 1975 1976 1977 1978 1979 1980

8.0% 6.2% 6.1% 9.1% 9.9% 8.1% 4.8% 5.2% 6.3%
8.6% 6.3% 6.1% 9.1% 9.5% 7.0% 5.2% 5.1% 5.9%
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NONAGRICULTURAL EMPLOYMENT TRENDSL/

NEW HAVEN LABOR MARKET AREAg-I

1972 - 1980
Average Annual Change

1972 1973 1974 1975 1976 1977 1978 1979  1980%/ Wumber Percent Number Percent Number Percent
Manufacturing 46,940 49,120 49,090 43,690 43,320 43,860 45,260 44,750 43,500 -905 -1.9 45 0.1 -430 -0.9
Construction
_ and Mining 8,530 8,480 7,750 6,120 5,690 5,670 6,020 6,130 7,000 -710 -8.3 328 5.8 -191 -2.2
T.c.u.i’ 14,240 14,380 14,550 14,140 14,050 14,360 15,220 15,280 16,200 -48 -0.3 538 3.8 285 1.7
Wholesale and :

Retail Trade 35,300 35,700 36,230 35,110 36,180 36,890 39,440 40,460 40,500 220 0.6 1,080 3.0 650 i.8
F.l .R.E.y 9,060 9,150 9,360 9,330 9,560 9,620 10,180 10,470 10,900 125 1.4 338 3.5 230 2.5
Services 37,300 38,400 40,160 39,900 40,920 41,780 45,200 46,230 47,500 905 2.4 1,645 4.0 1,275 3.4
Government 23,440 23,050 22,740 23,060 23,370 _23,280 _26,280 26,290 25,100 -18 -0.1 433 1.9 208 0.9

Total 174,810 178,360 179,880 171,350 173,090 175,460 187,600 189,610 190,700 -430 -0.2 4,403 2.5 1,986 1.1
1/ By place of work.
2/ Includes Clinton, New Haven, West Haven, Bethany, Branford, East Haven, Guilford, Hamden, Madison, North Branford, North Haven, Orange, Wallingford
and Woodbridge. .
3/ Transportation, Communications and Utilities.
4/ Finance, Insurance and Real Estate.
5/ Based on rounded estimates from the U.S. Department of Labor.

SOURCE: U.S. Department of Labor, Bureau of Labor Statistics; Gladstone Associates.



EMPLOYMENT TRENDS AND PROJECTIONS
NEW HAVEN-WEST HAVEN SMSA

1970 - 2000
Average Annual Change
1970 - 1975 1975 - 1980 leU -~ 1985 1985 - 1990 1990 - 2000

1970 1975 1980 1985 1990 2000 fiumber Percent Humber Percent Humber Percent Humber Percent Number Percent

Manufacturing 53,969 44,293 43,168 45,760 48,352 51,659 -1,935 -3.6 -225 -0.5 518 1.2 518 1.1 kX1 0.7
Retail 33,021 35,366 40,842 42,731 44,620 48,537 469 1.4 1,095 3.1 378 0.9 378 0.9 392 0.9
Otherll 88,772 95,215 108,866 113,499 118,132 125,051 1,289 1.5 2,730 2.9 927 0.9 927 0.9 692 0.6
Total 175,762 174,874 192,876 201,990 211,122 225,253 -178 -0.1 3,600 2.1 1,826 0.9 1,823 0.9 1,413 0.7

1/ The Connecticut Department of Transportation has recently revised industry
classifications combining services and “"other" sectors under “other".

SOURCE: Connecticut Department of Transportation; Gladstone Associates.




- ¢tl -

EMPLOYMENT AND UMEMPLOYHENT TReNDSY/
NEW HAVEN LABOR MARKETZL STATE OF CONNECTICUT

1972 - 1980
. Average Annual Change 5
1972 1973 1974 1978 1976 1977 1978 1979 1980 Rumber -Percen! Number  Percent  Humber  Percent
Labor Market
ea
Labor Force 193,800 194,200 194,500 194,428 195,922 198,018 200,740 203,542 203,458 531 0.3 1,884 1.0 1,207 0.6
Empioyed 178,200 182,200 182,600 176,769 176,507 181,970 191,078 192,968 190,634 -423 -0.2 3,532 2.0 1,554 0.9
Unemployed 15,600 12,000 11,900 17,659 19,415 16,048 9,662 10,574 12,824 954 6.1 -1,648 -8.§ -347 -2.2
Unemp loyment
Rate 8.0 6.2% 6.1% 9.1% 9.9% 8.1% 4,.8% 5.2% 6.3 - - - -- -- --
State of
Tonnectlcut
Labor Force 1,410,000 1,421,000 1,433,000 1,454,000 1,464,000 1,500,000 1,5'9,000 1,581,000 1,594,000 13,500 1.0 32,500 2.2 23,000 1.6
Employed 1,289,000 1,332,000 1,351,000 1,32),000 1,326,000 1,394,000 1,440,000 1,506,000 1,500,000 9,250 0.7 43,500 3.3 26,375 2.0
Unemployed 121,000 89,000 88,000 133,000 138,000 106,000 79,000 81,000 94,000 4,250 3.8  -11,000 -8.0 -3,375 -2.8
Unemp loyment
Rate 8.6% 6.3% 6.1% 9.1% 9.5% 7.% 5.2 5.1% 5.9% .- - - -- - .-

1/ 8y place of residence, .

2/ Includes, Clinton, New Haven, Nest Haven, Bethany, Branford, East Haven, Gutlford, Hamden, Madison, North Branford,
North Haven, Orange Walllagford and Woodbridge.

SOURCE: Connecticut Labor Department, Employment Security Division; Gladstone Associates.



City of New Haven. Unemployment rates among city residents have

typically been higher than those of the Labor Market Area as a whole.
Figures for 1980 show unemployment for the city at 7.5 percent down
from a hfgh of 11.7 percent in 1976.

Suburbs. Unemployment rates have varied among the cities and towns
surrounding New Haven. In general, suburban residents have experienced
a lower rate of unemployment than have New Haven city residents. The
larger and more urban communities such as East Haven and West Haven
typically have had unemployment rates which have been higher than other

suburban towns.

State of Connecticut. The employment base in the State is undergoing

changes similar to those taking place in the New Haven region. The
State's employment base is gradually shifting from a dependence on the
manufacturing sector to the one which is more service oriented.

-- Between 1972 and 1975 the construction, manufacturing
and transportation sectors were losing about 8,100
jobs annually. These losses were offset by gains
in the trade, finance, service and government sectors
totaling 19,100 jobs per year.

-- Total employment increased by an annual rate of
0.9 percent between 1972 and 1975 from 1,190,300
to 1,223,400,

-- The State appears to have recovered from the temporary
effects of the 1975 recession. Between 1975 and
1980 total employment increased from 1,223,400 to

1,426,800 -- an average annual increase of 3.3 per-
cent.

Unemployment in the state peaked at 9.5 percent in 1976 and was

at about 6 percent in 1980.

- 133 -



SMSA

North Haven
New Haven
Wallingford
Hamden
North Branford
East Haven
Bethany
Woodbridge
Orange
West Haven
Branford
Guiilford
Madison
Clinton

TRENDS IN UNEMPLOYMENT RATES

NORTH HAVEN LABOR MARKET AREA

1975 - 1979
1975 1976 1977 1978 1979
7.5% 8.6% 7.0% 4,2% 4,4%
11.3% 11.7% 9.5% 5.6% 6.4%
8.7% 8.6% 6.6% 3.8% 4.0%
7.6% 9.2% 7.8% 4,5% 4.7%
7.0% 8.2% 7.0% 4.1% 4.4%
10.3% 11.6% 9.7% 6.0% 6.3%
5.5% 7.3% 6.3% 4.1% 3.3%
4.3% 5.5% 4,2% 2.6% 2.9%
5.5% 6.4% 5.3% 3.4% 3.8%
10.9% 11.6% 9.5% 5.7% 6.3%
7.8% 9.1% 7.3% 4.8% 4.6%
5.3% 6.4% 5.5% 3.2% 3.1%
4.5% 5.2% 4.4% 2.6% 2.6%
7.2% 8.6% 7.8% 4.2% 3.5%

Source: Connecticut Department of Labor: Gladstone Associates.
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5.5%
7.5%
6. 4%
5. 3%
5.5%
8.1%
4.6%
3.4%
4.3%
7.1%
5.8%
8.1%
2.9%
4.4%
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EMPLOYMENT TRENDS
STATE OF CONNECTICUT
1972 - 1980
{In Thousands)

Average Annual Change

1972 - 1976 1976 - 1980 1972 - 1980
1972 1973 1974 1975 1976 1977 1978 1979 1980 ~“Number Percent HNumber Percent Number — Percent
Manufacturing 400.1 420.2 430.9 389.8 397.0 406.7 419.6 435.) 440.8 -0.8 -0.2 11.0 2.8 5.1 1.3
Construction 57.6 59.6 54.6 44.9 40.5 43.7 47.9 51.3 50.2 -4.3 -7.5 2.4 5.9 -0.9 -1.6
Transportation and
Public Utilities 54.5 56.0 56.1 53.1 52.9 55.4 57.8 61.3 60.8 -0.4 -0.7 2.0 3.8 0.8 1.5
Wholesale and
Retail Trade 235.0 244.5 250.4 251.0 256.2 267.3 284.2 297.3 299.0 5.3 2.3 10.7 4,2 8.0 3.4
F.I.R.E.l/ 78.2 82.6 85.2 86.0 87.7 90.7 95.2 99.7 105.1 2.4 3.1 4.4 5.0 3.4 4.3
Services and :
Miscellaneous 199.7 208.1 215.9 219.9 230.4 242.9 262.2 274.7 285.7 1.7 3.8 13.8 6.0 10.8 5.4
Government 165.2 167.7 171.0 178.7 175.1 173.3 179.2 181.5 185.2 2.5 1.5 2.5 1.4 2.5 1.5
Total 1,190.3 1,238.7 1,264.1 1,223.4 1,239.8 1,280.0 1,346.1 1,400.9 1,426.8 12.4 1.0 46.8 3.8 29.6 2.5

1/ Finance, Insurance and Real Estate.
SOURCE: U.S. Department of Labor, Bureau of Labor Statistics; Gladstone Associates.




Southern New England. Employment in the Southern New England region

has increased over the past eight years. Although there was a temporary
decrease in total employment in 1975 due to the effects of the recession,
total employment has increased from 3,800,100 in 1972 to 4,477,300 in
1980 -- an annual increase of 2.2 percent.

The nature of emp?oyment in Southern New England has been changing
as new jobs are added. The relative importance of mamufacturing has

been decreasing for several years. For example:

-- In 1972, 29.8 percent of total employment was concen-
trated in manufacturing, 4.7 percent in construction
and 5.0 percent in transportation and utilities.

-- In 1980 these sectors represented 27.8 percent,
3.1 percent and 4.4 percent of total employment
respectively.

-~ During this period the total number of service-related
jobs was increasing at a rate greater than the
rate of increase in total employment. Between 1972
and 1980, annual increases in employment in the
trade sector were 2.2 percent, in the finance sector
3.4 percent, in the service sector 5.5 percent and
in the government sector 2.0 percent. At the same
time, the rate of increase in total employment was
2.2 percent.

4, Per Capita and Aggregate Income Trends

There are two ways in which income trends can be expressed. Income
figures are typically reported in "current" dollars. These are dollars
which are unadjusted for the effects of inflation. Income trends express-
ed in current dollars are contained within the data package at the end
of these technical reports.

The second method adjusts these dollars for the effects of inflation
by using the Consumer Price Index (CPI). By expressing all money in
constant dollars, real changes in income or expenditures can be readily

seen.
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Manufacturing
Construction

Transportation and
Public Utilities

Wholesale and
Retail Trade

F.LR.EZ

Services and
Miscellaneous

Government
Total

EMPLOYMENT TRENDS

SOUTHERN NEW ENGLANDY/

1972 - 1980
Average Annual Change
1972 - 1976 1976 - 1980 1972 - 1980
1972 1973 1974 1975 1976 1977 1978 1979 1980 ~Wumber Percent Number Percent Rumber Percent
1,131.3 1,180.4 1,196.2 1,080.3 1,113.5 1,156,5 1,206.4 1,237.7 1,243.9 -4.5 -0.4 32.6 2.9 140 1.2
180.0 182.5 165.0 136.2 119.5 123.0 134.2 141.5 140.3 -15.1 -8.4 5.2 4.4 -5.0 -2.8
191.3 194.8 194.7 180.1 179.0 183.6 188.4 194.9 195.4 -3.1 -1.6 4.1 2.3 0.5 0.3
810.6 836.5 844.2 834.2 850.7 878.4 910.9 945.8 954.4 10.0 1.2 25.9 3.0 18.0 2.2
223.9 233.8 240.3 239.0 241.5 253.0 261.9 268.8 284.9 4.4 2.0 10.9 4.5 7.6 3.4
697.9 735.2 764.0 774.3 815.7 723.1 898.4 949.9 1,003.7 29.5 4.2 47 5.8 38.2 5.5
565.1 574.8 580.4 600.6 607.9 588.0 668.2 661.2 654.7 10.7 1.9 11.7 1.9 11,2 2.0
3,800.1 3,938.0 3,984.8 3,844.7 3,927.8 3,905.6 4,268.4 4,399.8 4,477.3 31.9 0.8 137.4 3.5 84.7 2.2

1/ Includes Massachusetts, Rhode Island and Connecticut.

2/ Finance, Insurance and Real Estate..

SOURCE: U.S. Department of Labor, Bureau of Labor Statistics; Gladstone Associates.




Aggregate income is a function of both population trends and per
capita income trends. Since income and population may not increase
at. similar rates, the rate of increse in aggregate income may be higher
or lower than the changes reported in per capita income. Detailed tables
for aggregate income trends are included in the data package at the

end of these technical reports.

PER CAPITA INCOME TRENDS
1969-1979
(In 1977 Constant Dollars)

1969 1972 1977 1979
New Haven-West Haven SMSA
New Haven $5,247 $5,261 $4,922 $4,861
Balance SMSA $6,379 $6,770 $6,960 $7,144
Total $6,000 $6,275 $6,334 $6,455
State of Connecticut $6,422 $6,788 $6,939 $7,107
Southern New England $5,834 $6,170 $6,307 $6,461

Source: U.S. Census; 1970, 1980 Estimates; Gladstone Associates.

New Haven-West Haven SMSA. As detailed above, per capita income

for the SMSA has generally been lower than that of the State of Connecticut
but generally in line with that reported for the Southern New England
region. The lower overall per capita income figures for the SMSA are
attributable primarily to the lower per capita income figures reported

for the City of New Haven.
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-- For example, in 1977, per capita income for the
City of New Haven was estimated at $4,922 as compared
to $6,334 for the SMSA.

-- Per capita income figures for the suburban areas
are comparable to those of the State of Connecticut
and higher than those reported for the Southern
New England region. In 1977, per capita income
for the suburban areas in the New Haven-West Haven
SMSA was estimated at $6,960; for the State of Connec-
ticut $6,939; and for Southern New England $6,307.

Growth in per capita income was negatively affected by the national
economic downturn around 1975. The loss of jobs in the New Haven Labor

Market Area, described above, subsequently affected personal earnings.

-- The gains in SMSA per capita income between 1969
and 1977 ($6,000 to $6,334) represented a 0.7% annual
gain in real income (i.e. after inflation) despite
the negative impacts of the 1975 recession.

-- By 1979, metro per capita income had risen to $6,455
(in constant 1977 dollar terms), a 1% average annual
gain in real income. For the state as a whole,
the growth rate was 1.2% yearly and 1.3% per annum
for the suburban areas of the New Haven metro.

-- In light of the substantial increases in employment
in the New Haven Labor Market Area, the continued
strengthening of the New Haven economy and that
of the State of Connecticut, and the favorable outlook
for the economy of the Southern New England region
as a whole, it is anticipated that per capita income
in the New Haven SMSA will likely increase at an
annual rate of at least 1.0 percent over the next
several years. For purposes of the retail analysis,
increases in real per capita income through 1990
have been conservatively estimated at a range of
between zero percent (highly conservative) and one
percent annually.

State of Connecticut. Per capita income trends for the State of

Connecticut have followed the pattern outlined above. Real income increas-
ed from $6,422 in 1969 to $6,939 in 1977 -- a 1.0% annual growth rate.
Per capita income for the State in 1979 was $7,107 (in 1977 dollars)

-~ a 1.2% annual increase.
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Southern New England. Per capita income trends for the Southern

New England region are detailed in the table above. Recent estimates

place 1977 per capita income for the area at $6,307.
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SMSA Cities/Towns

North Haven
New Haven
Wallingford
Hamden
North Branford
gEast Haven
Bethany
Woodbridge
Orange
West Haven
Branford
Guilford
Madison
Clinton

SMSA Total

Non-SMSA Cities/Towns

POPULATION TRENDS AND PROJECTIONS

NORTH HAVEN STUDY AREA

Durham
Middlefield
Meriden ’
Cheshire

Non-SMSA Total

1960 - 1990
Average Annual Change

- ' 1 - 198 980-1990

1960 1970 1972 1977 1980 1985 1990  Number Percent Number Percent Number Percent
15,935 22,194 22,171 22,100 22,080 22,370 22,600 626 52 0.2
152,048 137,707 135,387 127,500 126,109 124,110 126,110 (1,434) - -
29,920 35,714 36,026 36,850 37,274 38,770 39,770 579 250 0.7
41,056 49,357 49,700 50,500 51,071 51,470 51,670 830 60 0.1
6,771 10,778 10,933 11,300 11,554 11,700 11,950 401 40 0.3
217388 25,120 25,102 25,000 25,028 25,080 25,430 373 40 0.2
2,384 3,857 3,952 4,150 4,330 4,480 4,630 147 3 0.7
5,183 7,673 7,691 7,725 7,761 7,860  7.960 249 20 0.3
8,547 13,524 13,467 13,350 13,237 13,440 13,640 498 40 0.3
43,002 52,851 52,918 53,100 53,184 53,780 54,130 985 95 0.2
16,610 20,444 21,028 22,750 23,363 23,830 24,280 383 92 0.4
7,013 12,033 13,101 16,400 17,375 18,150 18,880 412 153 0.9
4,567 9,768 10,621 13,250 14,031 14,730 15,530 520 150 1.1
4,166 10,267 10,453 10,850 11,195 11,610 12,040 610 85 0.8
359,480 411,287 412,550 414,825 417,592 421,380 428,620 5,180 1,103 0.3
3,006 4,489 4,620 4,900 5143 5,430 5,820 139 68 1.3
3.256 4,132 4,065 3,400 3,796 4,000 4,200 89 90 1.1
51,850 55,959 56,191 56,750 57,118 67,670 58,020 411 90 0.2
13,383 19,051 19,598 _20,950 21,788 23,290 24,790 567 300 1.4
71,584 83,631 84,474 86,000 87,845 90,390 92,830 1,205 498 0.6

Tource: U.S. Census (1960, 1970,
Regional Piz2aning Agency

1980), Norris Andr
(1977 estimates);

Office of Policy and Management {1985, 1990 projections),

ews, South Central Connecticut
State of Connecticut,
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PER CAPITA INCOME TRENDS
NORTH HAVEN STUDY AREA
1969-1979
{In Thousands of 1977 Constant Dollars)

Average Annual Change
1/ 2/ 2/ 1/ 1969 - 1972 1972 - 1977 1977 - 1979
1969~ 1972= 1977~ 1979~ Number _ Percent Number  Percent Number Percent

SMSA Cities/Towns

North Haven $6,772 7,218 7,478 7,697 149 2.2 52 0.7 110 1.5
New Haven $ 5,247 5,261 4,922 4,861 7 0.1 -68 -1.3 -31 -0.6
Wallingford $ 5,744 6,171 6,469 6,689 142 2.5 60 1.0 110 1.7
Hamden $ 6,795 7,062 7,026 7,120 89 1.3 . -7 -0.1 47 0.7
North Branford $ 5,633 6,081 6,425 6,661 149 2.6 69 1.1 118 1.8
East Haven $ 5,169 5,497 5,677 5,837 109 2.0 36 0.7 80 1.4
Bethany $ 7,486 7,679 7,475 7,507 64 0.9 -41 -0.5 16 0.2
Woodbridge $10,923 11,643 12,065 12,419 240 2.2 84 0.7 177 1.5
Orange $ 8,257 8,697 8,843 9,037 147 1.8 29 0.3 98 1.1
West Haven $ 5,602 5,864 5,904 6,011 87 1.6 8 0.1 54 0.9
Branford $ 6,865 7,277 7,476 7,671 137 2.0 40 0.5 98 1.3
Guilford $ 6,685 7,230 7,657 7,947 182 2.7 85 1.2 145 1.9
Madison $ 6,962 1,577 8,098 8,432 205 2.9 104 1.4 167 2.1
Clinton $ 5,630 6,035 6,280 6,475 135 2.4 49 0.8 98 1.6
SMSA Total $ 6,000 6,275 6,334 6,455 92 1.5 12 0.2 61 1.0
Non-SMSA Cities/Towns

Durham $ 5,657 6,278 6,884 7,234 207 3.7 121 1.9 175 2.5
Middlefield $ 5,881 6,307 6,598 6,814 142 2.4 58 0.9 108 1.6
Meriden $ 5,581 5,930 6,097 6,258 116 2.1 33 0.6 a1 1.3
Cheshire $ 6,678 7,150 7,459 7,697 157 T 2.4 62 0.9 119 1.6
Non-SMSA Totat $ 5,847 6,250 6,493 6,A61 131 2.2 49 0.8 84 1.3

1/ As reported by the respective decennial census and then adjusted by crl
to 1977 constant dollars.

2/ Calculated as follows:

1972: (1979 Income - 1969 income) (0.173) + 1969 income.
1977: (1979 income - 1969 income) (0.66) + 1969 income

The 0.173 and 0.66 factors represent the income growth from 1969 to 1972
and 1969 to 1977 as a percent of the total growth from 1969 to 1979 for
the U.S. as reported in current population reports, series P-60, No. 132,
Bureau of the Census, "Mean Household Money Income." These calculations
were done prior to conversion to 1977 dollars.

Source: U.S. Census Bureau; Gladstone Associates.
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AGGREGATE INCOME TRENDS
NORTH HAVEN STUDY AREA
(In Thousands of 1977 Constant Dollars)

Average Annual Change

1969 - 1972 1972 - 1977 1977 - 1979
1969 1972 1977 1979 Number Percent Number Percent Number Percent
SMSA Cities/Towns
North Haven 150,033 160,030 165,264 168,970 3,332 2.2 1,047 0.7 1,853 1.1
New Haven 721,285 712,271 627,555 609,392 -3,005 -0.4 -16,943 -2.4 -9,082 -1.4
Wallingford 204,775 222,316 238,383 247,870 5,847 3.0 3,213 1.4 4,744 2.0
Hamden 334,797 350,981 354,813 361,492 5,395 1.6 766 0.2 3,340 1.0
North Branford 60,606 66,484 72,603 76,479 1,954 3.2 1,224 1.8 1,938 2.7
gast Haven 129,608 137,986 141,925 145,226 2,793 2.2 789 0.6 1,651 1.2
Bethany 28,822 30,347 31,021 32,316 508 1.8 135 0.4 648 2.1
Woodbr idge 83,660 89,546 93,202 95,826 1,962 2.3 731 0.8 1,312 1.4
Orange 111,461 117,122 118,054 118,931 1,887 1.7 186 0.2 439 0.4
West Haven 296,535 310,311 313,502 317,827 4,592 1.5 638 0.2 2,163 0.7
Branford 140,092 153,021 170,079 178,167 4,310 3.1 3,412 2.2 4,044 2.4
Guilford 80,291 94,720 125,575 137,261 4,810 6.0 6,171 6.5 5,843 4.7
Madison 67,886 80,475 107,299 117,622 4,196 6.2 5,365 6.6 5,162 4.8
Clinton 57,803 63,084 68,138 72,067 1,760 3.0 1,011 1.6 1,965 2.9
SMSA Total 2,467,534 2,588,694 2,627,413 2,679,446 40,387 1.6 7,744 0.3 26,017 1.0
Non-SMSA Cities/Towns
Durham 25,445 29,004 33,732 37,204 1,205 4.7 946 3.3 1,736 5.1
Middiefield 24,258 25,638 22,430 25,803 460 1.9 -642 -2.5 1,687 7.5
Meriden 312,310 333,213 346,005 355,370 6,967 2.2 2,558 0.8 4,683 1.4
Cheshire 126,994 140,126 156,266 166,735 4,377 3.4 3,228 2.3 5,235 3.4
Non-SMSA Total 489,007 527,981 558,433 585,112 12,991 2.7 1.2 13,340 2.4

6,090

Source: U.S. Census, 1970, 1980 Estimates; Gladstone Associates.
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PER CAPITA INCOME TRENDS
NORTH HAVEN STUDY AREA
1969 - 1979
(In Thousands of Current Dollars)

Average Annual Change

1/ 2/ 2/ 1/ 1969 - 1972 1972 - 1977 1977 - 1979
1969 1972= 1977< 1979~ Number Percent Number Percent Number Percent
SMSA Cities/Towns

North Haven $ 4,097 4,983 7,478 9,220 295 7.2 499 10.0 871 11.6
New Haven $ 3,174 3,632 4,922 5,822 153 4.8 258 7.1 450 9.1
Wallingford $ 3,475 4,260 6,469 8,012 262 7.5 442 10.4 772 11.9
Hamden $ 4,111 4,875 7,026 8,528 255 6.2 430 8.8 751 10.7
North Branford $ 3,408 4,198 6,425 7,975 263 7.7 445 10.6 775 12.1
East Haven $ 3,127 3,795 5,677 6,991 223 7.1 376 9.9 657 11.6
Bethany $ 4,529 5,301 7,475 8,992 257 5.7 435 8.2 759 10.2
Woodbridge $ 6,608 8,038 12,065 14,876 477 7.2 805 10.0 1,406 11.7
Orange $ 4,995 6,004 8,843 10,825 336 6.7 568 9.5 991 11.2
West Haven $ 3,389 4,048 5,904 7,200 220 6.5 371 9.2 648 11.0
Branford $ 4,153 5,024 7,476 9,188 290 7.0 490 9.8 856 11.4
Guilford $ 4,044 4,991 7,657 9,518 316 7.8 533 10.7 931 12.2
Madison $ 4,212 5,231 8,098 10,100 340 8.1 573 11.0 1,001 12.4
Clinton $ 3,406 4,166 6,280 7,756 253 7.4 423 10.2 738 11.8
SMSA Total $ 3,634 4,331 6,334 7,731 232 6.4 401 9.3 699 11.0
Non-SMSA Cities/Towns

Durham $ 3,422 4,334 6,884 8,664 304 8.9 510 11.8 890 12.9
Middlefield $ 3,558 4,354 6,597 8,162 265 7.4 449 10.3 783 11.9
Meriden $ 3,379 4,094 6.097 7,496 238 7.1 401 9.8 700 11.5
Cheshire $ 4,040 4,936 7,459 9,220 299 7.4 505 10.2 881 11.8
Non-SMSA Total $ 3,542 4,316 6,493 8,021 258 7.3 435 10.1 764 + 11.8

1/ As reported by the respective decennial census.
2/ Calculated as follows:

1972: (1979 Income - 1969 income) (0.173) + 1969 income.
1977: (1979 income - 1969 income) (0.66) + 1969 income

The 0.173 and 0.66 factors represent the income growth from 1969 to 1972
and 1969 to 1977 as a percent of the total growth from 1969 to 1979 for
the U.S. as reported in current population reports, series P-60, No. 132,
Bureau of the Census, "Mean Household Money Income." These calculations
were done prior to conversion to 1977 dollars.

Source: U.S. Census, 1970, 1980 Estimates; Gladstone Associates.
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SMSA Cities/Towns

North Haven
New Haven
Wallingford
Hamden
North Branford
East Haven
Bethany
Woodbridge
Orange

West Haven
Branford
Guilford
Madison
Clinton

SMSA Total

Non-SMSA Cities/Towns

AGGREGATE INCOME TRENDS

NORTH HAVEN STUDY AREA

1969 - 1979

(In Thousands. of Current Dollars)

Average Annual Change

Durham
Middlefield
Meriden
Cheshire

Non-SMSA Total

1969 - 1972 1972 - 1977 1977 - 1979
1969 1972 1977 1979 Number Percent Number Percent Number Percent
$ 90,929 110,478 165,264 203,578 6,516 7.2 10,957 9.9 19,157 11.6
$ 437,082 491,725 627,555 738,207 18,214 4.2 27,166 5.5 55,326 8.8
$ 124,106 153,470 238,383 298,639 9,788 7.9 16,983 11.1 30,128 12.6
$ 202,907 242,288 354,813 435,533 13,127 6.4 22,505 9.3 40,360 11.4
$ 36,731 45,897 72,603 92,143 3,055 8.3 5,341 11.6 9,770 13.5
$ 78,550 95,262 141,925 174,971 5,571 7.1 9,333 9.8 16,523 11.6
$ 17,468 20,950 31,021 38,935 1,161 6.6 2,014 9.6 3,957 12.8
$ 50,703 61,820 93,202 115,453 3,706 7.3 6,276 10.2 11,126 11.9
$ 67,552 80,856 118,054 143,290 4,435 6.6 7,740 9.2 12,618 10.7
$ 179,112 214,212 313,502 382,924 11,700 6.5 19,858 9.2 34,711 1.4
$ 84,904 105,645 170,079 214,659 6,914 8.1 12,887 12.2 22,290 13.1
$ 48,661 65,387 125,575 165,375 5,575 11.5 12,308 18.8 19,900 15.8
$ 41,143 55,558 107,299 141,713 4,805 11.6 10,348 18.6 17,207 16.0
$ 34,969 43,547 68,138 86,828 2,859 8.2 4,918 11.3 9,345 13.7
$1,494,817 1,787,095 2,627,413 3,228,248 97,426 6.5 168,064 9.4 300,418 11.4
$ 15,361 20,023 33,732 44,559 1,554 10.1 2,742 13.7 5,413 16.0
$ 14,702 17,699 22,430 31,089 999 6.8 946 5.3 4,330 19.3
$ 189,090 230,046 346,005 428,157 13,652 7.2 23,192 10.1 41,076 11.9
$ 76,966 96,736 156,266 200,885 6,590 8.6 11,906 12.3 22,310 14.3
$ 296,119 364,504 $ 558,433 $ 704,690 22,795 7.7 38,786 10.6 72,629 13.0

Source: U.S. Census, 1970, 1980 Estimates; Gladstone Associates.
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POPULATION TRENDS AND PROJECTIONS
SOUTHERN NEW ENGLAND
1970 _- 1990

{In Thousands)

Average Annual Change

Massachusetts
Rhode Island

U.S. Census, 1970,
of State Planning;
of Connecticut, Office

—{9g0 - 1970 1970 - 1980 _ 7980 - 1985 1985 - 1990

1980 1985 1930 Nunber Percent Number Percent HNumber —Percen umbar  Percent

5,737.0 5,733.1  §,752.7 54.0 1.0 4.8 0.1 -0.8 -- 3.9 0.1
947.2 960.3 978.0 8.9 1.0 -0.2 - 2.6 0.3 3.5 0.4

3,107.6 3,179.6 3,258.2 50.0 2.0 7.1 0.3 14.4 0.5 15.7 0.5
9,791.8 9,873.0 9,988.9 112.6 1.3 12.2 0.1 16.2 0.2 23.2 0.2

1980 Estimates, State of Massachusetts, Office
Rhode 1sland Statewide Planning Program; State
of Policy and Management; Gladstone Associates.
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Constant Dollars
Massachusetts
Rhode Island
Connecticut

Total- Southern
New England

Current Dollars
Massachusetts
Rhode Island
Connecticut

Total - Southern
New England

PER CAPITA INCOME TRENDS

SOUTHERN NEW ENGLAND

1969 - 7979
(In Thousands)

Average Annual Change

1969 - 1972 1972 - 1977 1977 - 1979
1969 1972 1977 1979 Number Percent Number Percent Number Percent
5,633 5,952 6,082 6,227 106 1.9 26 0.4 73 1.2
5,159 5,467 5,613 5,758 103 . 29 0.5 73 1.3
6,422 6,788 6,939 1,107 122 1.9 _30 0.4 84 1.2
5,834 6,167 6,307 6,461 111 1.9 28 0.5 77 1.2
3,408 4,109 6,082 - 7,459 234 6.9 395 9.6 689 11.3
3,121 3,774 5,613 6,897 218 . 368 9.8 642 11.4
3,885 4,686 6,939 8,513 267 6.9 451 9.6 187 11.3
3,529 4,258 6,307 7,739 243 6.9 410 9.6 716 1.4

Source: U.S. Census, 1970, 1980 Estimates; GLadstone Associates.
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AGGREGATE INCOME TRENDS

SOUTHERN NEW ENGLAND
1969 - 1979
{In Thousands)
Average Annual Change
1969 - 1972 1972 - 1975 1975 - 1977
1969 1972 1977 1979 Number Percent _ Wumber Percent _ Number _ Percent
Constant Dollars
Massachusetts 32,046,137 33,918,662 34,805,461 35,724,299 624,175 1.9 177,360 0.5 459,419 1.3
Rhode Island 4,894,859 5,185,450 5,319,440 5,453,978 96,864 2.0 26,798 0.5 67,269 1.3
Connecticut 19,469,577 20,682,357 21,405,427 22,085,713 404,260 2.1 144,614 0.7 340,143 1.6
Total - Southern
New England 56,410,573 59,786,469 61,530,328 63,263,990 1,125,299 2.0 348,772 0.6 866,831 1.4
Current Dolliars
Massachusetts 19,388,112 23,415,958 34,805,461 42,792,283 1,342,615 6.9 2,277,901 9.7 3,993,411 11.5
Rhode Island 2,961,205 3,579,639 5,319,440 6,532,838 206,145 7.0 347,960 9.7 606,699 1.4
Connecticut 11,778,155 14,277,773 21,405,427 26,454,999 833,206 7.1 1,425,531 10.0 2,524,786 11.8
Total - Southern
New England 34,127,472 41,273,370 61,530,328 75,780,120 2,381,966 7.0 4,051,392 9.8 7,124,896 11.6

Source: U.S. Census, 1970, 1980 Estimates; Rhode Isl

Planning; Massachusetts Department of Commerce; Connecticut Department
of Policy and Management; Gladstone Associates.

and Department of Statewide
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'B. RETAIL SALES
TRENDS AND PROJECTIONS

1. Retail Sales Trends

This section discusses and compares general trends in retail sales

for the major geographic areas outlined in Section A, Background Economic
Indicators. Presénted here are trends in total retail sales (exclusive
of automobile dealers and gasoline service stainns) with a particular
emphasis on shoppers goods sales. The shoppers goods category has been
defined to include general merchandise, apparel, furniture and misée]—
laneous shoppers goods. (The latter jncludes sporting goods, books,
stationery, jewe}ry, hobby, camera, gift, luggage and sewing goods.)
It is estimated that 73 percent of the potential sales of the North
Haven Mall would be generated from the shoppers goods categories. (For
adjustments made to reported sales to reflect State Sales Tax in 1972
and 1977 and underreporting of sales tax and finance charges in 1972,
please refer to the Methodology Section following.)

Within the context of overall sales trends for the New Haven SMSA
it is important to understand the detailed sales flows. Specifically,

sales inflows -- dollars spent inside the New Haven SMSA by residents

who live elsewhere -- and sales outflows -- dollars spent outside the

SMSA by SMSA residents -- will be analyzed. An understanding of these
flows is éf prime importance in analyzing the need for additional retail
services. These flows are discussed more fully later in this section.
In general, the information presented below will show that shoppers
goods sales in the SMSA have decreased between 1972 and 1977 (the most

recent year for which Retail Census information is available). These
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sales losses are primarily attributable to losses in the City of New
Haven and are of particular concern in light of increases in shoppers
goods sales for both the State of Connecticut and the Southern New England
Region (Massachusetts, Rhode Island and Connecticut).

SHOPPERS GOODS SALES TRENDS
1972-1977
(In Thousands of 1977 Constant Dollars)

Average Annual Change
1972-1977
1972 1977 Number Percent

New Haven-West Haven SMSA $ 376,780 $ 374,812 -§ 394 -0.1%
State of Connecticut $2,607,740  $2,752,945 $29,041  1.1%
Southern New England $8,162,933 $8,347,282 $36,870  0.5%

Source: U.S. Census of Retail Trade; Gladstone Associates.

New Haven-West Haven SMSA. The New Haven metropolitan area experi-

enced a decrease in both the total number of retail establishments as
well as in total retail sales between 1972 and 1977. Specifically:

-- There was a net loss of 135 retail establishments
during this five year period. Of these, 103 losses
occurred within the City of New Haven. (Source:
U.S. Census of Retail Trade)

-- Paralleling this loss in establishments in the SMSA
was a loss in total retail sales. Retail sales
dropped from $1072.0 million in 1972 to $1068.0
million in 1977 -- an annual loss of 0.1 percent,
or $785,000 per year.

-- A significant portion of this decline in sales is
attributable to sales losses within the City of
New Haven. Sales in the city declined at an annual
rate of 2.7 percent (as compared with a rate of
decline in establishments of 1.8 percent) for an
average annual loss in sales of $9.8 million.
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-- Retail sales in the suburban areas were increasing
to offset these declines. As detailed in the table
below, retail sales in the balance of the SMSA in-
creased at an annual rate of 1.3 percent or $9 mil-
lion per year.

| RETAIL SALES
(In Millions of 1977 Constant Dollars)

Average Annual

Change
1972 1977 Number Percent
New Haven-West Haven SMSA
City of New Haven $ 361.1 $ 311.9 -$ 9.8 -2.7%
Balance of SMSA § 710.9 $ 756.1 $9.0  1.3%
Total $1,072.0 $1,068.0 -$ 0.8 -0.1%

|

Trends in shoppers goods sales for the SMSA generally reflect the
trends in total retail sales discussed above.

-- Between 1972 and 1977 SMSA shoppers goods sales
dropped from $376.8 million to $374.8 million --
an average annual loss of 0.1 percent. These losses
were concentrated in the apparel and furniture cate-
gories.

Due to disclosure problems within the general merchandise category,
the Census Bureau did not publish total shoppers goods sales for the
City of New Haven. From the information available and detailed below,
however, it is evident that for those categories for which city sales
information is available -- apparel, furniture and miscellaneous --sales
did decrease between 1972 and 1977. These losses accounted for the

major portion of sales registered within the SMSA. Annual rates of

decline for reported shoppers goods categories were as follows:
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RETAIL SALES TR!:NDSA/

NEW HAVIN-WEST HAVEN SMSA

1972-1977 2/
. (In Thousands of 1977 Constant Dollars)—

Average Annual Change, 1972-1977

1972 1977 Establishments Sales
Establishments Sales Establishments Sales Humber Percent Amount Percent

GAF
General Merchandise 80 § 182,992 n $ 187,023 -2 =2.3v s 806 0.4\
Apparel 310 H 93,349 294 $ 87,009 -3 -1,00 -$1,268 -1.4%
Furniture 269 $ 66,600 273 s 61,269 1 0.3 -$1,0c06 -1.6%

Subtotal 659 $ 342,941 638 § 335,301 -4 -0.6% -51,528 -0.4%
Convenience 663 $ 407,680 609 $ 358,748 ~-11 -1.6% -$9,786 -2.4\
Eating and Drinking 736 $ 108,757 780 $ 148,848 9 1. $8,018 7.48
Building and Hardware 149 ¢ 54,462 156 $ 44,728 1 0.9% -51,947 -3.6%
Miscellaneous 1,119 $ 158,002 1,008 $ 180,351 -22 ~2.0%8 $4,458 2.8%

Total 3,326 $1,071,902 3,191 $1,067,976 -27 -0.8% -$ 785 <0.1%

Note: 1972 SMSA definition does not include Clinton, Wallingford and Madison which were added to SMSA definition
in April 1973.

1/ hdjusted to reflect State Sales Tax.

2/ using retail CP1 and separate food CPI.

Source: U.S. Census of Retail Trade; Gladstone Associates.
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General Merchandise
Apparel
Furniture

Miscellaneous
Shoppers Goods

Total

SHOPPERS GOODS SALES TRENDS

NEW MAVEN-WEST HAVEN SMSA

1972-1977 1
(In Thousands of 1977 Constant Douul)-/

Average Annual Change,1972-1977

. 1972 1977 Establishments Sales
Establishments Sales Establishments Sales Number Percent Amount Percent
80 §182,992 n $187,02) -2 -2.3% $ 806 0.4%
0 . § 93,349 294 $ 87,009 -} -1,0% -$1,268 -1.40
269 $ 66,600 273 $ 61,269 1 0.3v -$1,066 -1.6%
252 §$ 133,839 304 $ 19,510 10 4.0% $1,134 J.é
;: $376,780 ;-2- : §374,811 -: 0.7% -:—:9—4- -0.1v

tote: Reflects adjustment for underreporting and State Salas Tax.

1/ using retalil CPI.

Source: U.S. Census of Retall Trade, 1972 and 1977; Gladstone Assoclates.
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General Merchandise
Apparel
Furhiture

Miscellaneous
Shoppers Goods

Total

Note:

Source: U.S. Census of Retail Trads, 1972 a

SHOGPPERS GOUDE SALES

CITY OF HEW HAVEN

1972-1977

(1n Thousands of 1977 Constant Dollars) - ——

Average Annual Change, 1972-1977

1972 1977 - _Establish ts Sales
Establishments  Sales  Establishments Sales Number Percent Amount  Percent
18 (D) 19 $ 56,439 - - N/R -
144 §50,625 121 $ 37,765 -5 =3.2% -$2,572 -5.1s
100 $32,051 93 $ 24,608 -1 -1.0% -$1,489 -31.6%
69 §$16,129 n $ 14,618 - -- -$ 302 -1.9%
;;; N/A -;;; $133,430 —:6— -2.40 N/h -

Reflects adjustment for underreporting and State Sales Tax.

nd 1977; Gladstone Associates.



SMSA City of New Haven

General Merchandise 0.4% Not Available
- Apparel -1.4% -5.1%
Furniture -1.6% -4.6%
Miscellaneous 3.4% -1.9%

New Haven CBD. The New Haven CBD has been one of the major retail

concentrations in the SMSA. As city population has decreased and subur-
ban population increased, however, the importance of the CBD as a retail-

ing core has substantially declined:

-- In 1977 total sales in the CBD were almost matched
by sales in Hamden's Magic Mile. Sales in the CBD
were estimated at $103.9 million as compared with
$103.4 million for Magic Mile.

-- The number of establishments in the CBD declined
from 236 in 1972 to 225 in 1977. Total sales fell
from $120.9 million to $103.9 million -- an annual
decrease in sales of 2.9 percent.

-- The losses in total sales and total retail establish-
ments was paralleled by similar sales declines in
the shoppers goods category. Shoppers goods sales
declined by an average of $3.1 million annually
from $99.4 million in 1972 to $83.9 million in 1977.
Losses in establishments totaled thirteen, falling
from 133 to 120. (Source: U.S. Census of Retail
Trade)
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DOWNTOWN NEW HAVEN RETAIL SALES
1972-1977
(In Millions of 1977 Constant DoIlars)lJ

Total Shoppers
Year Sales Goods 2/
1972 $120.9 $ 99.4
1977 $103.9 $ 83.9

Average Annual Change: 1972-1977

Volume -$ 3.4 -5 3.1
Percent -2.9% : -3.1%

Note: 1972 and 1977 volumes adjusted to reflect state sales
tax underreporting.

1/ Adjusted by retail price indices as reported by Bureau of
Labor Statistics.

2/ 1972 shoppers goods sales reported by Halcyon and RPA memo-
randum dated March 8, 1979.

Source: U.S. Census of Retail Trade.

State of Connecticut. The losses in retail establishments and

sales within the New Haven-West Haven SMSA were not reflected at the

state level.

-- Total retail sales for the state increased by 1.4
percent annually between 1972 and 1977. Over this
five year period sales increased from $7,641.0 mil-
lion to $8,172.0 million. The most significant
gains occurred in the Eating and Drinking category,

a 7.5 percent annual increase, and in the Miscellaneous
category, a 4.8 percent annual increase.

-- These sales increases occurred despite an overall

loss in the number of retail establishments, from
23,478 in 1972 to 22,701 in 1977.
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Shoppers goods sales also increased during this five year period
although at a somewhat slower rate than total sales. Sales in this
category increased from $2,607.7 million in 1972 to $2,752.9 million
in 1977. This represents an annual increase of $29 million or 1.1 percent.

Major Retail Centers: A "major retail center"” has been defined

by the Bureau of the Census as a concentration of at least 25 retail
stores located inside an SMSA. At least one of these stores must be

a general merchandise store with a minimum of 100,000 s.f. of total
under-roof floor space. Three major retail centers have been identified
within the New Haven SMSA. These include the New Haven CBD, Magic Mile
and the White Acres Shopping Center in Orange. Census information for
White Acres is only available for the year 1972.

There are also several major retail centers (MRCs) which are not
within the SMSA. Based on a detailed analysis of sales flows (described
further below), however, it was determined that these centers do, in
fact, service the retailing needs of SMSA residents. As such, it is
important to present trends in sales for these areas. Specifically:

—- Between 1972 and 1977 total retail sales increased
at both Meriden Square and the Naugatuck Valley
Mall. The respective annual rates of increase were
4,1% and 3.1%.

-- Due to disclosure problems, comparisons of total
sales for 1972 and 1977 are not possible for the
Trumbull Shopping Park. Shoppers Goods Sales, how-
ever, remained relatively stable during this period.

-- West Farms Mall did not open until 1974. In 1977,
however, it registered total sales of $134.6 million
with 95% of this, or $127.5 million, in shoppers
goods sales.

-- Connecticut Post experienced a significant decline
in sales during this period. Total sales decreased
by $27.6 million from $61.7 million in 1972 to $34.1

million in 1977. (Source: U.S. Census of Retail
Trade)
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Southern New England. Due to changes in the definition of taxable

items in Maésachusetts between 1972 and 1977, it is not possible to
‘accurately reflect trends for total retail sales in the region. It
is possible, however, to discuss sales trends in the shoppers goods
category during this period.
-- Between 1972 and 1977 shoppers goods sales, as express-
ed in constant dollars, increased slightly from

$8,162.9 million in 1972 to $8,347.3 million in
1977 -- an annual rate of increase of 0.5 percent.

2. Shoppers Goods Sales Flows - New Haven SMSA 1977

The specific sales flows within the New Haven SMSA are of parti-
cular concern in this analysis. Using shoppers surveys and Connecticut
Department of Transportation short-purpose trip data (as described in
thé Methodology section following), sales flows (based on shoppers goods
purchasing power) on a town-by-town basis were estimated for eachvcity/
town in the North Haven Mall Market Area. These flows are detailed

in the tables entitled, Distribution of Shoppers Goods Purchasing Power,

1977 included at the end of this Section. These sales flows have been
summarized into four general categories:
-- Sales Retention. Purchasing power of SMSA residents

which is spent at SMSA sales locations (referred
to as metro to metro).

-- Sales Outflows. Purchasing power of SMSA residents
which is spent at sales locations outside the SMSA
(referred to as metro to non-metro).

-- Sales Inflows. Purchasing power of non-SMSA resi-
dents which is spent at sales locations within the
SMSA (referred to as non-metro to metro).

-- Untapped Inflow Potentials. Purchasing power of
individuals 1iving outside the SMSA which is spent
at sales locations outside the SMSA (referred to
as non-metro to non-metro).
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GAF

General Merchandise
Apparel
Furniturs

Subtotal
_C_gpvenience

Eating and Drinking

Building and Hardware

RETAIL SALES TRENDSL/
STRTE OF CONNECTICUT
1972-1977

(In Thousands of 1977 Constant Donats)g-/

Average Annual Change, 1972-1977

Miscellaneous

Total

1972 1977 Establishments Sales

Establishments Sales Establishment Sales Number Parcent Amount Percent
654 $1,287,956 571 $1,345,392 -17 -2.5% § 11,487 0.9%
2,089 $ 554,710 1,940 §$ 596,764 -30 ~1.4% $ 8,410 1.5%
1,884 $ 487,643 2,056 $ 486,177 33 1.8% -$ 173 -0.03%
4,627 . $2,330,309 4,567 $2,428,933 -13 -0.3% $ 19,724 0.8%
4,356 $2,934,517 3,962 $2,727,486 =79 ~1.8% -§ 41,406 -1.4%
4,848 $ 691,861 5,169 $ 954,109 64 1.3s $ 52,050 7.5%
1,105 $ 435,117 1,193 s 513,564 18 1.6% $ 15,637 3.6%
8,542 $1,246,907 7,810 $1,547,878 -146 -1.7% $ 60,194 4.8%
23,478 $7,640,971 22,701 $8,171,970 -156 -0.7% $106,199 1.4

Yy Adjusted to reflect Stata Sales Tax.

2/ Converted using separate retall CPI.

Source: U.S. Census of Retail Trade; Gladstone Associates.
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RETAIL SALES TRENDS
MAJOR RETAIL CENTERS
GREATER NEW HAVEN

1972-1977

{In Thousands of 1977 Constant Dollars)—/

4

19712/ 19711 Avc;:‘zc Annual cmg‘;:;m?ﬂ:;:s71 —
;;;:;l GAF ESE!SE&EEES;/QEEEE 2:::t1 GAF ConvanieucuA/Other N:;::i R:::i:nt Nmnbc; percent b Percent Number Fercent
Wew Haven CBD $120,900 (0} $15,636 (D) 103,928 § 83,943 513,366 § 6,619 -$3,394 2.8 N/A - =§ 454 -2.9% N/A -
“miracle Mile”, Hamlen 106,345 $55,504 $33,330 §17,512 $§103,352 § 55,161 $30,887  $17,304 s 600 -0.68 -5 63 -0.1% -5 489 L% -3 a2 -0.28
Corsecticut Post Area s 61,657 540,996 $17,914 5 2,747 § 34,149 § 18,921 $12,709 ¥ 2,519 55,502 -8.9%  -$4,415 -10.B% -§1,041° -5.8% % 26 -1.7v
Trumbull Shopping Park N/A 562,394 (D) (o) § 73,494 § 62,178 §10,567 5 5439 N/A -- N/A - N/A - N/A -
West Farms Area N/A N/A N/A N/A $134,596 $127,487 5 4,926 $ 2,183 N/A - N/A — N/A - N/A .
Heriden Square Area $36,301  $34,187 § 1,617 § 497 5 43,685 § 40,401 ) ® 1,476 4.8 $1,243  3.6% N/A - N/A -
Naugatuck Valley Mall Area § 79,489  $61,038 516,945 § 1,506 591,995 § 76,777 514,078 § 1,140 §2,502 3% §3,148 5.2 .5 573 -0.9% -5 73 -4.9%

Note: (D) Federal law prohibits publishing data which might disclose the operations of an

1/ Adjusted to reflect State Sales Tax which averaged 5.75% in 1972,
r74 Adjusted to reflect State Sales Tax which averaged 7% in 1977,

3/ These items are exempted from State Sales Tax.

3. Usang revised retail CPl.

source: U.S. Census of Retail Trade, Major Retai) Centers; Gladstone Associates.

individual establishment or

business.
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SHOPPERS GOODS TRENDSY/
SOUTHERN NEW ENGLANDZ/
1972 - 1977
(In Thousands of 1977 Constant Dollars)

Average Annual Change, 1972-1977

1972 1977 Establishments Sales
Establishments Sales Establishments Sales Number Percent Amount Percent

General Merchandise 2,687 $4,040,784 1,880 $4,115,353 -161 -6.04 §$ 14,914 0.4%

Apparel 6,191 $1,689,143 5,847 $1,805, 344 - 69 -1.1%4 $ 23,240 1.4%

Furniture 5,558 $1,519,288 5,823 $1,363,258 53 1.04 -$ 31,206 -2.1%
Miscellaneous

Shoppers Goods 6,838 $ 913,718 7,863 $1,063, 327 205 3.064 §$ 29,922 3.3%

Total 21,274 $8,162,933 21,413 $8,347,282 28 0.1 §$ 36,870 0.5%

1/ Adjusted to reflect State Sales Tax.
2/ Includes Rhode Island, Massachusetts, and Connecticut.
SOURCE: - U.S. Census of Retail Trade; U.S. Census P-25 Estimates; Gladstone Associates.




The purpose here is to identify where sales outflows are occurring
and opportunities for stabilizing, if not improving, SMSA sales inflows.
To determine the level of sales inflows/outflows, sales to SMSA

locations by SMSA and by the four mall market area, non-SMSA towns

(Durham, Middlefield, Meriden and Cheshire) of origination (taken from

matrices preceding), were aggregated and compared to total purchasing

power in the New Haven SMSA in 1977. The specific methodology for this

is described in more detail in the Methodology Section of this attachment.
On a net basis, it is evident that the SMSA is currently experienc-

ing a net inflow of $20.1 million. This represents 5.4 percent of total

SMSA 1977 shoppers goods sales. The analysis of sales flows on a net

basis, however, masks actual shopping patterns in the region. While

the region enjoys sales inflows on a net basis, a portion of the region's

purchasing power is being spent at sales locations outside the SMSA.

The detailed sales flow analysis, summarized above, reveals that $71.7

million of SMSA purchasing power, or 20.2%, is flowing outside the SMSA,

A key issue in the future of retailing in the New Haven SMSA pertains

to the possibilities for reversing current sales outflows on the part

of metropolitan residents, and maintainihg or increasing sales inflows

from non-metropolitan residents.
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SHOPPERS GOODS SALES FLOWS
NEW HAVEN SMSA

1977
" Volume
Sales Components
Metropolitan Shoppers Goods Sa1esl/ $374,813
Sales Retention 2/ $279,827
Sales Inflowss $ 91,854
Metropolitan Consumer Expendituresﬁf , $354,701
Sales Retentiong/ $282,959
Sales 0utflows§/ $ 71,742
Net Inflow ($91,8543/ minus $71,742%/) $ 20,112

Note: The following footnotes key the above summary figures to
the detailed sales flow matrix for 1977 which is presented
in the following two pages.

1/ Represents the sum of all SMSA columns ("Centers Within
SMSA" and "SMSA Cities/Towns") and equals sales reported
by U.S. Census Bureau and adjusted for sales tax by Glad-
stone Associates, as noted.

2/ Represents sum of all data cells falling within the "“SMSA
Cities/Towns" rows and columns headed either "Centers Within
SMSA" or "SMSA Cities/Towns."

3/ Difference of the first two lines by definition.

4/ Total of "Shoppers Goods Purchasing Power" column for "SMSA
Cities/Towns" rows.

5/ Difference of the preceding two lines by definition.

Source: Gladstone Associates

3. Projected Shoppers Goods Sales, 1985 and 1990 Baseline Demand

Projected shoppers goods demand levels for 1985 and 1990 within
the North Haven Mall Market Area were established under two principal '
scenarios or assumption sets. In both of these scenarios, population
projections as established by the State's Office of Policy and Manage-

ment were utilized, although they are judged to be on the conservative
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or low side. The essential difference between the two scenarios, how-
ever, relates to prospective income growth. Under a standard analytical
approach that projects future dollar values in present dollar terms
(in this case, 1977 for purposes of consistency with most recent statisti-
cal data), any anticipated growth in income would represent "real" growth
after accounting for any increases offset by inflationary trends. In
the analyses which follow, shoppers goods demand levels, as measured
by purchasing power, have been developed under both a zero percent real
income growth assumption and under a one percent per annum income growth
projection.

The table immediately below presents these projections for the
SMSA and for those four non-SMSA towns which are within the North Haven

Mall Market Area.

SHOPPERS GOODS PURCHASING POWER
1977-1990
(In Millons of 1977 Constant Dollars)

Scenario 1/ 1977 1085 1990
SMSA Towns/Cities $354.7  $362.1  $368.5
Non-SMSAS/ $75.4 $79.5 §81.9

Total $430.1  $441.6  $450.4

Scenario 22/

SMSA Towns/Cities $354.7  $392.1  $419.4
Non-smsAY/ §75.4 $86.1 $93.2
Total $430.1  $478.2  $512.6

1/ Assumes 0% of income growth.

2/ Assumes 1% per annum income growth.

3/ Includes Durham, Middlefield, Meriden and Cheshire only.
Source: Gladstone Associates
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Sales Projections

Based on projections of puchasing power, the relative distribution
patterns evidenced by the 1977 sales distributions described, the com-
puter analysis described in the methodology section following and histori-
cal sales trends, projected sales flows into and out of the New Haven
SMSA were established. These projections assume a baseline situation,
that is static retail supply conditions. The detailed sales flows from
cities/towns to specific sales destinations are presented in the detailed
tables in the Methodology section of this attachment. A summary of

these projected flows is as follows:

PROJECTED SMSA SHOPPERS GOODS SALES FLOWS
1985 AND 1990

Volume (Millions)

Scenario 1 1Y Scenario 23/
0 9
SMSA Shoppers Goods Salesil $368.9 $365.6 $399.4 $416.1
Sales Retention— $287.7 £292.4 $311.6 $332.9
sales Inflows® sal2 $73.1 $87.9 $83.2
sMSA Purchasing Powerd ¢362.1  $368.5  $392.1  $419.4
Sales Retentiond/ s287.7  $292.4 316 $332.9
sales Outflowsl/ §74.4 $76.0 $80.5 §86.5

Net Inflow (Outflow)d s 6.8 §(2.9) § 7.3 §(3.3)

1/ Assumes zero percent income growth.

2/ Assumes one percent annual income growth.

3/ Assumes sales retention equals 78% of total sales in 1985 and 80% of
total sales in 1990. Thus, total SMSA sales, under either scenario,
equals sales retention divided by .78 for 1985 and sales retention divided
by .80 for 1990.

4/ A1 purchasing power of SMSA residents that is spent at SMSA locations.
Represents the sum of all data cells falling within the rows labelled
“SMSA Cities/Towns* and within the columns labelled "Centers Within SMSA®
or “SMSA Cities/Towns" in the respective baseline sales flow matrices
shown in Attachment F.

§/ Difference of the preceding two lines, by definition.

6/ Total of “Shoppers Gaods Purchasing Power" column for all rows labelled

“SMSA Cities/Towns" in the respective baseline sales flow matrices of
Attachment F.

17/ Difference of the preceding two lines, by definitiun.
8/ Sales inflows minus outflows.
Source: Gladstone Associates
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In summary:

-- Under a conservative zero percent income growth
scenario and static retail supply conditions, SMSA
sales would decrease to $368.9 million in 1985 and
$365.6 in 1990. Outflows under this scenario would
increase from $71.7 million in 1977 to a projected
$74.4 million in 1985 and to $76.0 million in 1990.
Correspondingly, based on trend line analysis of
total SMSA shoppers goods sales, resultant inflows
of non-SMSA expenditures would drop from $91.9 million
in 1977 to $81.2 million in 1985 and to $73.1 million
in 1990. Thus, the net inflow of $20.1 million
that the New Haven SMSA enjoyed in 1977 would likely
drop to $6.8 million in 1985 and reverse to a net
outflow of $2.9 million in 1990.

-- Under a one percent per annum income growth assump-
tion, SMSA sales would increase from $399.4 million
in 1985 to $416.1 in 1990. As a result of increased
purchasing power, with static supply conditions,
outflows are projected to increase to $80.5 million
in 1985 and to $86.5 million in 1990. Sales inflows,
under this scenario, are projected at $87.9 million
in 1985 and $83.2 million in 1990. Thus, net inflows
would be $7.3 million in 1985 and by 1990 there
would be a forecast net outflow of $3.3 million.

In other words, the SMSA is projected to continue
to rely more heavily on expenditures from SMSA resi-
dents.

Sales projections for the New Haven CBD and Magic Mile in Hamden
were projected based on projected sales for the SMSA. As discussed
earlier, shoppers goods sales in the CBD have been decreasing. As a
result, the CBD's "share" of metro sales has also been decreasing.

Sales at Magic Mile have decreased somewhat, but have remained relative-

1y stable. Based on these past trends, sales for these specific centers

have been projected as follows:
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SHOPPERS GOODS SALES PROJECTIONS
1985, 1990
(In Millions of 1977 Constant Dollars)

1972 1977 1985 1990

cBD $99.4 $83.9 $73.0 $69.6
Magic Mile $55.5 $55.2 $55.2 $55.2

(It should be noted that sales as displayed by the computer model print-
outs do not reflect total sales for the specific centers or cities or
towns. The model only projects sales generated from SMSA cities/towns
and the four non-SMSA locations which are within the North Haven Mall

market area -- Durham, Middlefield, Meriden and Cheshire.)
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DISTRIBUTION OF SHOPPERS GOODS PURCHASING POMER TO MAJOR RETAIL CENTERS
NORTH HAVEN MARKET AREA
1977
{In Thousands of 1977 Constant Dollars)

Shoppers Centers With SMSA Centers Outside SMSA éﬁZﬁ::?l
Goods " New TrumbuTT Subtotal Goods
Purchasing Haven Miracle White Subtotal Connecticut Shepping Meriden West  Naugatuck Outside Purchasing
Power CBD Mile Acres SMSA Pest Park Square Farms Valley SMSA __Total Power
North Haven 22,311 6,631 5,669 133 12,433 &2 o 729 560 ‘ 43 1,334 13,817 8,494
New Haven 84,720 36,705 9,035 2,289 47,989 455 167 487 261 77 1,747 49,736 34,984
Wallingford 32,182 1,025 7,145 68 8,238 32 0 4,970 2,129 121 7,282 15,490 16,692
Hamden 47,900 6,651 20,668 384 27,703 107 467 487 784 113 1,959 29,662 18,238
North Branford 9,801 1,175 1,121 43 2,339 20 0 1,981 336 19 2,356 4,695 5.106
gast Haven 19,160 6,380 1,477 242 8,099 87 0 0 0 24 m 8,210 10.950
Bethany 4,188 1,427 768 105 2,300 36 0 0 37 70 143 2,443 1,745
Woodbridge 12,582 1,427 354 666 2,447 127 0 0 186 20 333 2,780 9,802
Orange 15,937 1,427 354 5,806 7,587 1,148 467 0 (] 19 - 1,634 9,221 6,716
West Haven 42,323 9,317 591 6,586 16,494 ~ 1,659 975 0 0 34 2,668 19,162 23,161
Branford 22,961 4,197 1,477 133 5,807 52 0 0 0 0 52 5,859 17,102
Guilford 16,953 1,343 354 59 1,756 30 0 0 186 0 216 1,972 14,981
Madison 14,485 1,175 0 34 1,209 20 0 6 411 0 43} 1,640 12,845
Clinton 9,199 84 0 ] 84 0 0 B 0 0 0 24 9,115
Subtotal 354,701 78,964 49,013 16,508 144,485 3,825 2,376 8,654 4,890 531 20,286 164,771 189,930
Durham 4,554 0 0 0 0 6 0 1,008 859 17 1,890 1,890 2.664
Middlefield 3,028 0 0 0 0 4 0 487 1,120 29 1,640 1,640 1,388
Meriden 46,711 0 354 31 385 16 0 22,944 6,386 306 29,652 30,037 16,674
Cheshire 21,096 839 4,489 46 5,374 22 0 1,252 4,070 1,118 6,462 11,836 9,260
Subtotal 75,388 839 4,843 77 5,759 48 0 25,691 12,435 1,470 39,644 45,403 29,985
Total SMSA and
Selected Non-SMSA 430,089 79,803 53,856 16,585 150,244 3,873 2,376 34,345 17,325 2,0M1 59,930 210,174 219,915
Other Non-SMSA -- 4,140 1,305 10,411 15,856 15,048 60,002 6,056 110,162 74,766 266,034 281,890 --

Total Center Sales -- 83,943 55,161 26,996 166,100 18,921 62,378 40,40) 127,487 76,777 325,964 492,064 --



Horth Haven
few Haven
Watlingford
Hamden
North Branford
£ast Haven
Bethany
Woodbr idge
Orange

West Haven
Branford
Guilford
Madison
‘Cllnton

—
O)+  Subtotal
(Yo}

Durham
Middlef ield
Mer iden
Cheshire
Subtotal
Tota) SMSA and
Selected
Non-SMSA
Other Non-SMSA

Total Sales

DISTRIBUTION OF SHOPPERS GOODS PURCHASING POWER 10 MAJOR RETAIL CENTERS

NORTH HAVEN WARKET AREA
19717

{1n Thousands of

Balance
Shoppers
Goods
Purchasing  Horth New North East
Power Haven flaven Wallinaford Hamden Branford  Haven Bethany Woodbridae
8,494 3,652 255 1,108 139 72 kxl} 0 170
34,948 1,399 18,541 100 1,049 o 1,399 0 L]
16,692 2,170 500 9 /48 167 o k2Ll 0 L]
18,238 2. 2,189 548 6,M8 0 183 0 183
5,106 766 255 107 51 430 357 ] 0
10,950 438 2,518 109 219 184 3,613 0 0
1,745 70 157 5 70 0 0 593 140
9,802 392 1,961 98 392 0 [} a 3,725
6,716 67 538 [} 67 -0 [l 0 67
23,161 232 3,938 0 0 0 212 0 [}
17,102 mn 1,710 0 m”m 0 1,540 o n
14,981 150 599 0 0 [} 450 0 0
12,845 128 257 128 1} n 257 0 0
9,115 0 91 0 0 0 0 0 0
189,930 12,006 33,509 12,877 8,543 826 8,704 593 4,285
2,664 0 21 187 0 0 1] n 0
1,388 0 0 69 0 0 0 0 0
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C. PROJECT PROFILE -- ECONOMIC CHARACTERISTICS

The following materials provide a profile of the proposed North
Haven Mall, from a retail perspective. The proposed mall's size and
tenant mix, expected sales volumes and operating schedules are described
here.

1. Gross Leasable Area

Gross Leasable ARea (GLA) is a measure of retail floor space typical-
ly used for purposes of market analyses and sales volume calculations
(i.e., productivity factor X GLA = annual sales volume, where productivi-
ty factor equals annual sales per square foot). GLA is generally defined
as the total floor area designed for tenant occupancy and exclusive
use, including any basements, mezzanines or upper f1oors.l/

Thus, in this definition of GLA, the mall area itself as well as
areas taken up by mechanical systems and the like are excluded.

The following table outlines the breakdown of GLA for the proposed
North Haven Mall.

ANTICIPATED TENANT MIX
NORTH HAVEN MALL

Tenant GLA
J.C. Penney 140,000 S'fl/
G. Fox 190,000 s.f=
Sears 156,000 s.f
Other Anchor 190,000 s.f.
Subtotal 676,000 s.f.
Mall Shops 400,000 s.f
Service and Entertainment 24,000 s.f.
Total 1,700,000 s.f.

1/ Includes 30,000 s.f. of expansion space not
to be built initially.

1/ The Urban Land Institute, Dollars and Cents of Shopping Centers,
1978.
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while most of this space, of course, would be devoted to retail
activities (predominantly to what is referred to as GAFl/, or Shoppers
Goods), a modest amount of space in the proposed mall would likely be
leased for non-retail activities and, as well, there would be a measur-
able amount of non-GAF retailing expected to take place here.

First, two comparably sized centers currently operated by Mall
Properties were reviewed with respect to the type of "mall shop" (non-
anchor store) tenants leasing space. It was found that 55 percent of
these tenants were classified as Shoppers Goods establishments.

Second, interviews with representatives of each of the four proposed
anchor stores (including reviews of their current store layouts and
associated product lines) indicated that, on average, these anchors
would devote approximately 15 percent of their floor area (GLA) to non-
Shoppers Goods uses beyond what has been typical. Included in this
category would be such functions as restaurant space, auto service centers
and related parts sales, beauty salons, and the like.

With regard to this latter issue -- the anchor stores space inventory
—- it should be noted that once the shoppers goods portion was separated
out it was evaluated against démand for such items (in the form of pur-
chasing power) and historical sales trends in the region for these types

of goods, as described in Attachment D, following.

1/ General Merchandise, Apparel and Furnishings. See Glossary.
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In the process, the U.S. Census was used for historical sales trends.
These sales are reported by establishment rather than by product_line
so that the principal line of products that a store sells determines
the single category in which the total sales for that establishment
would be classified. In the case of department stores, their sales
would be fully reported under the GAF (General Merchandise, Apparel
and Accessories, Furnishings) category -- part of the total shoppers
goods grouping -- even though they may sell certain non-shoppers goods
items such as food, automotive supplies and the like.

On the other hand, the reverse is often the case. For example,
large discount drug stores -- whose total sales would be reported under
a convenience goods (non-shoppers goods) category -- often sell shoppers'
goods items such as appliances, lawn furniture, selected clothing, jewelry
and the like.

To achieve parity in comparing estimated mall sales against pro-
jected demand and/or baseline sales, two options were available:

1. adjust historical reported sales to reflect product
sales only; or

2. use total establishment sales for the North Haven
Mall.

Since it would not be possible to achieve acceptable accuracy under
the first option the second was used although with a refinement. Specifi-
cally, as noted above, the anchor store floor area used for calculating
anticipated shoppers goods sales was reduced by 15 percent from the

total gross leasable area (GLA).
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This figure (15 percent) reflects the amount of
anchor store floor area that would be devoted to
non-shoppers goods products beyond what has been
historically typical for such stores, in line with
the merchandising strategies these four anchors
have planned for North Haven.

That is, floor areas devoted to " jp-house" restaurants, beauty
salons, hardware departments, tires, batteries and accessories (TBA),
non-prepared gourmet foods, etc., would be substantially increased over
typical floor plans for existing department stores. Thus, it would
be incorrect to compare the proposed Mall anchor store sales with histori-
cal sales reporting on a strict vestablishment" basis.

It should be noted, in addition, that the 190,000 s.f. GLA assigned
to the G. Fox stores includes a 30,000 s.f. expansion area that would
not be built initially, or perhaps at all. If this 30,000 s.f. 1is
factored out, then the incremental non-shoppers goods adjustment is
10 percent rather than the above noted 15 percent.

Based on this information, the following breakdown of mall uses

by retail type was assumed.
ANTICIPATED RETAIL MIX
NORTH HAVEN MALL

Use Type GLA
Retail
Shoppers Goods
Anchors/ 575,000 s.f.
Mall Shops } 242,000 s.f.
Total Shoppers Goods 817,000 s.f.
Other Retail 169,000 s.f.
Restaurants 90,000 s.f
Subtotal 1,076,000 s.f.
Non-Retail
Service and Entertainment 24,000 s.f.
Total Mall 1,100,000 s.f.

1/ Includes 30,000 s.f. of expansion space not to be built initially.
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2. Anticipated Sales Volumes

Productivity factors were assigned to each of the major use cate-
gories above to derive anticipated sales volumes for the North Haven

Mall, as follows:

Productivity Sales Volume
Use Type Factor (000)
Retail
Shoppers Goods 1
Anchors $ 97/s.f. $ 55,775L/
Mall Shops $121/s.f. $ 29,225
Total Shoppers Goods $104/s.f. $ 85,000
Other Retail $118/s.f. $ 19,942
Restaurants $109/s.f. $ 9,810
Subtotal $107/s.f. $114,752
Non-Retail
Service and
Entertainment $ 50/s.f. $ 1,200
Total Mall $104/s.f. $115,952

1/ See footnote on previous table.

It should be recognized that these productivity factors, and re-
sultant sales volumes projections, are stated in 1977 dollars. Through-
out the analyses in this study, the base retail statistics and calcula-
tions were stated in 1977 dollars in line with the most recently published
census statistics for retail sales. Thus, the anticipated productivity
factors and sales volumes for the mall were left in 1977 terms to remain
consistent with that base data.

The sales forecast described above were based on careful examina-
tion of the folowing factors:

-- consumer expenditure patterns affecting sales inflows,
outflows, and intraregional expenditures;

-~ the current and anticipated composition of area

retail markets in light of the supply of shoppers
goods establishments in metropolitan New Haven;
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-- comparable indexes of sales associated with regional
malls similar to that proposed for the North Haven
center, as well as malls operating within the New
Haven metro or other nearby Connecticut markets;
and

-- careful examination of sales productivity (a key
measure of retail volumes) that can be anticipated
at a major regional center such as that proposed
for North Haven.
A thorough analysis of current retail market conditions in the

New Haven region was initially conducted to understand the competitive

setting into which the North Haven Mall would be inserted and the princi-

pal market area on which the mall would likely draw given such factors

as driving times and location of competing centers. Combined with evalu-
ations of current and prospective retail sales -- for the metro and

its two key retail centers (New Haven CBD and the Magic Mile in Hamden)
-- the potential sales performance of the mall could be judged. These
evaluations and the approach behind them are described on pages 22-44

of this report.

As noted further below, specific sales volumes estimated for the
mall were based on: industry-wide averages for similar malls; experience
of other selected Connecticut centers; and consideration of the specific
mix of mall shops anticipated in North Haven. These factors were all
used, however, in'the context of current and anticipated retail supply/
demand conditions at play within the New Haven region.

As a reflection of these factors, the retail analyses here are

based on an overall productivity of $104 per square foot including
both shoppers goods and non-shoppers goods space.

The four anchor stores are expected to achieve a productivity of

about $97 per square foot -- a level approximately 45 percent higher
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than the median for similar stores as reported in Dollars and Cents

of Shopping Centers, published by the Urban Land Institute. This projec-

tion is related directly to those individual anchor stores specifically
programmed for the North Haven Mall and the performance they have achieved
in similar centers elsewhere in New England. These sales projections

are also in line with independent analyses carried out by the anchor
stores themselves.

Similarly, a higher than average Jevel of productivity is antici-
pated for shoppers goods mall stores. The analysis is keyed to a level
of $121 per square foot, and is based on detailed examination of -the
merchandise profile -- i.e., store types -- anticipated within the mall
shops and their associated productivity levels as reported in the above
referenced ULI data.

‘More specifically, in relating these productivity expectations
to levels attained ih other centers, the forecasts here are 36 to 45
percent higher than might be otherwise considered a "norm." These com-
parisons may be seen jmmediately below with reference both to anchor
stores and mall shops in general.

Sales Productivity

North Haven Median For Percent
Store Type Estimate Other Malls Difference
Anchor Stores $ 97 $67 45%
Mall Stores $121 $89 36%

As a further comparison, the sales and related productivity experi-

ence of several retail centers in Connecticut were assessed.



MAJOR RETAIL CENTERS
ESTIMATED PRODUCTIVITY
(In 1977 Constant Dollars)

_ Total Size Implied
Center (estimated) 1977 Sales Productivity
Magic Mile 1,000,000 $103,352 . %103
Connecticut Post 800,000 $ 34,149 $ 43
Trumbu11 834,000 $ 73,49 $ 88
West Farms 1/ 1,200,000 $134,596 $112
Meriden Square 545,000 $ 43,685 $ 80

1/ Includes Corbins Corner Parkade estimated at about 200,000
s.f.

Source: U.S. Census of Retail Trade; Gladstone Associates.

As can be seen, there is a wide range of sales performance repre-
sented here with the productivity estimates for the North Haven Mall

falling very much at the high end of these comparative figures.

Components of Projected Sales for North Haven

The higher level of sales productivity reflected for the'proposed
North Haven Mall is in direct response to its location and the type
of stores to be included. A corollary conéideration in this respect
also pertains to the market character of regional shopping elsewhere
in the study area. As a result of these considerations, the analysis
anticipates:

-- retaining a substantial proportion of sales that
would otherwise "leak" from the metropolitan area;

-- drawing sales inflow into the metropolitan area
from adjoining underserved towns; particularly Cheshire,
Durham, and Middlefield; and

-- attracting, through transfers or diversions, intra-
metropolitan area sales that might ordinarily have
gone into other metro area shopping districts and
centers.
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The composite effect of these discrete sales components or "demand
segments" is directly reflected in the higher sales productivity that
has been attributed to the proposed North Haven Mall. As a result,
the three sales components -- i.e., improved sales inflow, greater reten-
tion of sales outflows, and increased attractiveness for intrametropoli-
tan area sales transfers -- have resulted in a shoppers goods sales
forecast of approximately $85 million based on the aforementioned con-

siderations of market area, competing centers, and productivity factors.

3. Operating Schedule

At the present time, a 1985 opening is anticipated for the North
Haven Mall. During 1986 it is expected that full occupancy will be
achieved. Therefore, 1987 would be the first entire calendar year during
which the Mall would operate at full occupancy.

Productivity factors for the tenant stores would not be expected
to achieve projections until, perhaps, 1988 or 1989. In their first
year of operations, it would be 1ikely that retail tenants would experience
productivity at perhaps 80 percent of anticipated levels working up
to 100 percent within two years.

Nevertheless, full productivity and occupancy factors have been

assumed for 1985, thus overstating retail impacts for that year.
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D. METHODOLOGY FOR RETAIL ANALYSIS

1. Adjustment to Historical Retail Sales, 1972 and 1977

Retail sales for geographic areas and major retail centers are
reported every five years by the Bureau of the Census. The most recent
information published is for the year 1977 and previous to that for
the year 1972. Sales data as reported for these two years, however,
are not strictly comparable. The 1972 sales statistics included two
items not included in the 1977 data. The Census Bureau lists these
two items as follows:

1. Sales taxes collected from customers and forwarded
to taxing authorities; and

2. Carrying charges or other charges for credit.

The Census Bureau further states that these items were substantial-
1y underreported in the 1972 Census. These reported figures in 1972
were approximately $10 billion for the United States as a whole. Adjust-
ments were needed, therefore, in order to compare these with 1977 sales
data which, as noted, did not include these elements.

The adjustments were made by including estimates for sales tax
in 1972 and 1977 sales eétimates because the total price a consumer
must pay for retail goods includes sales taxes as we11.as the base price
of the good itself. At the same time, carrying charges were excluded
from these retail sales estimatgs because they are not necessarily part
of the total retail price which a consumer must pay. The finance charge
is a reflection of a consumer's choice of how he/she wishes to pay for
the good. It is considered a financial service rather than a retail

item.
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Estimate of 1972 Retail Sales: The purpose of the adjustments

(detailed below) applied to reported 1972 retail sales is to have an
estimate of retail sales, exclusive of carrying charges, which reflect
the costs of retail goods as well as any applicable state sales tax.
As mentioned above, the Census Bureau estimated that reported carry-
ing charges and sales taxes amounted to about $10 billion in 1972 for
the entire United States. This.represents 2.3 percent of all retail
sales in the U.S. The average sales tax rate in the United States was
about 4.60 percent a;d.in the State of Connecticut 5.75 percent.
Connecticut retaif sales for 1972 including state sales taxes were

then estimated as follows:

T
= S \
Sa = SY‘ (1 - (—T‘;; X CY‘)) (1.0575)

Where: Sa = Adjusted 1972 retail sales
S, = Reported 1972 retail sales
TS = Average 1972 state sales tax
Tys = Average 1972 U.S. sales tax
Cr = Census Bureau estimate of all carrying charges

and sales taxes as a percent of total U.S.
retail sales.

Estimate of 1977 Sales: Retail sales for 1977 as reported by the

Bureau of the Census do not include state sales tax. In order to in-
clude the Connecticut state sales tax of 7.0 percent, the following

adjustment was made.

S. =5, (1.070)
1N
Where: Sa = Adjusted 1977 retail sales
1
Srl = Reported 1977 retail sales
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Except1ons to Above Adjustments: Automotive dealers and gasoline

service station sales were excluded entirely from the analysis. Food
and drugs are included in the sales estimates for 1972 and 1977 but
were not considered as taxable items.

Conversion of 1972 Retail Sales into 1977 Constant Dollars: In

order to discount the effects of 1nf1at1on when comparing 1972 and 1977
sales figures, 1t was necessary to express 1972 information in 1977
- dollars. The Consumer Price Index (CPI) is pub11shed by the Bureau
of Labor Stat1st1cs and 1s based on the pr1ces of var1ous 1tems se1ected
to be representative of all consumer goods and services. Separate indices
are published for partieu1ar retail items.:

The reta11 categor1es of spec1f1c concern in this ana1ys1s are
those that make up ShOppers Goods Sales -- genera1 merchand1se, appare]
furniture and miscellaneous shopping goods. The separate indices for
"Appare]lcommodities" and "Home Fufnishings“ were used directly to con-
vert the respective 1972 data into 1977 constant dollars. Sepérate
indices for Genera1 Merchandise andbMiscellaneous sales are not évai1ab1e.‘
~ An average of the apparel and furnishings indices was therefore deve1oped

and applied as appropriate.

 INDICES

Full General / Apparel " Home
CPI Merchandise~ Commodities Furnishings

1972 125.3 118.2 122.7 113.6
1973 133.1 121.5 127.1 115.8
1974 147.7 130.9 136.1 125.6
1975 161.2 139.3 - 141.2 ' 137.4

- 1976 170.5 144.4 145,88 142.9
1977 185.4 149.6 151.6 ‘ 147.6
1978 195.4 155.0. - 155.7 154.3

1/ Derived from indices for Apparel Commodities and Home Furnishings.
Source: U.S. Department of Labor, Bureau of Labor Stat1st1cs
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2. Purchasing Power

Purchasing power is here defined as that portion of income which
is available to spend on retail goods. The purchasing power in a parti-
cular region is a function of that region's population and income.

The methods for deriving population and income for the New Haven
region are detailed below. In addition, the methodology for deriving
purchasing power estimates -- that percent of a region's total income
which is available for expenditures on retail good§ and services --

is also presented.

Population Projections

Population counts for all cities and towns for the years 1960, 1970
and 1980 were taken from Census data issued by the Bureau of the Census,
Department of Commerce. Population projections for cities and towns
within the State of Connecticut are those which have been developed
by the State of Connecticut, Office of Policy and Management and published
in June, 1982. These projections rely on a cohort-component model which
incorporates births, deaths and migration. The initial set of projections
was reviewed by local and state planning agencies and modifications
were made when deemed necessary. As a result, a "modified trend" set
of population projections was developed which includes adjustments based
on analyses of such items as persons per household, types of available
land, current and future land use, housing development patterns, new
transportation facilities and other construction, water and sewer exten-

sion, etc.
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* Income Projections

Income growth in the New Haven region will be dependent on national
economic conditions as well as such conditions in the New Haven area
.itself. Since national economic policies and their subseqpent effects
on the Tocal economyvcennot'be predicated with certainty, two scenarios
of potent1a1 1ncome growth have been developed. Under Scenario 1, it
has been conservat1ve1y estimated that, d1scount1ng the effects of 1nf1a-
t1on ‘there will be no real growth in per cap1ta income through 1990
‘ Th1s~est1mate reflects the exper1ence of thevreg1on dur1ng‘the Tast
recession (1974 1976). |

- On .the other hand, there is ev1dence wh1ch 1nd1cates that rea]
Jncome growth in the New Haven reg1on is 11ke1y to 1ncrease by at 1east
yone ‘percent - annua11y over the next ten years -= Scenar1o 2. For 1nstance,
between 1969 and 1979, per capita income in the reg1on 1ncreased at
a rate of . c]ose to one percent annual]y despite the recess1onary 1mpacts
'\of the per1od around 1976 and high rates of 1nf1at1on through the rest
of the decade. In fact th1rteen out of. the eighteen commun1t1es in
the study area showed real income growth in excess ofpone percent annua}1y
with several near or ébove two percent annua11y In addition, the'number ’
’of employed persons in the New Haven Labor Market Area has 1ncreased
s1gn1f1cant1y over the last severa] years. From 1976 to 1980 total
vemp]oyment 1n the reg1on has 1ncreased by 4,403 JObS per year for an
,average annual 1ncreese of 2.5 percent. Emp]oyment prOJect1ons prepared
by the Connect1cut Department of Transportat1on indicate that emp]oyment
in the New Haven reg1on is. expected to grow by 1.1 percent annua11y

through 1990.
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Aggregate Income

Growth in aggregate income is a function of both increases/decreases
in population as well as any change in real per capita income. Aggregate
income has been estimated by multiplying regional population by regional

per capita income estimates for any given year.

Estimate of Shoppers Goods Purchasing Power

For purposes of this analysis, the specific concern is with shoppers
goods purchasing power in the New Haven region. That is, the dollars
in the region available for shoppers goods expenditures. Shoppers goods
have been defined to include general merchandise, apparel, furniture
and miscellaneous shoppers goods. The critical point in estimating
shoppers goods purchasing power is the determination of what percent
of aggregate income in the region is actually available for such expendi-
tures. Such a ratio is not readily available in published form and
must be derived by identifying -- in the context of larger geographic
areas -- an "equilibrium point" where purchasing power of individuals
living within that area is judged to be in balance with actual sales
records. It is important to choose a geographical area similar to the

particular one under study.

The Southern New England region, consisting of Connecticut, Mas-
sachusetts, and Rhode Island, was selected as being most representative
of a region in "equilibrium" based on the following premises:

-- the overall economic base of this large multi-state
region shares similar characteristics with its sub-

areas; and

-- on balance, dollars spent outside_the region by per-
sons living within the area are offset of balanced

by dollars spent within the region on the part of
jndividuals living outside the area.
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Shoppers goods sa]és as a percént of;aggregate income for this
Southern New England region were examined for the years 1972 and 1977.
Expressed in 1977 constant dollars, shoppers goods sales represented

13.6 percent of aggregate income at both these points in time.

RETAIL SALES AS A PERCENT OF, INCOMEl/
SOUTHERN NEW ENGLAND=

1972 - 1977
(In 1977 Constant Do11ars)3/

972 - 1971

As a v As a
Percent : Percent
Aggregate - - Aggregate.
’Number ~Income ~ Number Income
Population - $ 9,694,132 -- . $9,755,154 --
Per Capita Income $ 6,170 77_ - % 6,307 .-
_Aggregate Income S T S
~ (000's) - $59,812,794 -- . $61,525,756 - -
Shoppers Goods
,‘Saies (000°s)
General ‘ 3 - , : .
Merchandise $ 4,040,784 . 6.8% $ 4,115,353  6.7%
apparel  $1,689,143 2.8% $ 1,805,344 2.9%
- Furniture’ $ 1,519,288 2.5%  $1,363,288 2.2%
Miscellaneous - e g ' o
Shoppers Goods $ 913,718 : 1.5%  $1,063,327 - 1.7%
CTotal  $8,162,983  13.6%  $8,:47,082  13.6%

' 1/ AdJusted to ref1ect State Sa1es Tax.
2/ Includes Rhode Island, Massachusetts and Connecticut.

3/ Converted using total CPI for income and retail CPI for sales.

Source: U.S. Census of Reta11 Trade, u.s. Census P-25 Estimates; G]adstone
Assoc1ates .

Projections of pdrchasing power to 1985 and 1990 for the Neeraven
region have used 13.5 percent times aggregate income to estimate shoppers

goods purchasing power,
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3. Sales Flows, 1977

The various types of sales flows in the New Haven-West Haven SMSA
are of particular interest to this analysis. Specifically, for each
city and town within the SMSA and for the four non-SMSA communities
which are within the North Haven Mall market area, sales flows on a
town-by-town basis were evaluated. That is, given the 1977 shoppers
goods purchasing power for each city/town under study, the sales desti-
nation of these dollars was determined. These sales destinations were
identified as eight major retail centers (three within the SMSA boundaries)
and 19 specific city/towns (14 in the New Haven SMSA) and are detailed

in the table entitled Distribution of Purchasing Power, 1977, a matrix

of 380 separate cells which appears at the end of this section. The
dollars which could not be identified as going to one of these locations
were assumed to flow to other non-SMSA locations, hence an Other column.
The specific methodology is described further below.

Several types of sales flows have been identified for purposes
of this analysis. Theﬁe are listed below and are defined in the Retail
Trends Section, and in the glossary:

Sales Retention

Sales Qutflows

Sales Inflows

Untapped Inflow Potentials

An analysis of these flows was undertaken for the year 1977 (the
most recent year for which reported sales are available) in order to

project sales flows for 1985 and 1990 with and without the North Haven
Mall.
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Sales Flows to Major Retail Centers

The first step in detailing New Haven SMSA sales flows was to deter-
mine major sales destinations of residents' pdrchasing power. First,
eight major retail centers within a one-hour drive of the New Haven
region were identified. These include:

_- SMSA Centers: New Haven CBD; Magic Mile in Hamden;
and White Acres in Orange.

-- Non-SMSA Centers: Connecticut Post in Milford;
* TrumbuTT Shopping Park in Trumbull; Meriden Square
in Meriden; West Farms Mall in West Hartford; and
Naugatuck Valley Mall in Waterbury.

Estimates of total 1977 shoppers goods sales for each of these

 major retail centers (MRC), with the exception of White Acres, were

vtakén from the U.S. Census of Retail Trade, Major Retail Centers;-1977,

-ahd adjusted to reflect a state sales tax of>7'pércent. Whité-Acres

was not classified as an MRC in 1977. An estimate of 1977'shoppers

goods sales for this center was taken from a memo dated March 8, 1979
from the Regional Planning Agency of South Céntra1‘ConnécticUt to Regional
Planning Agency delegates. These sales estimates wererprojected from

- 1972 sales information pubiished by the Bureau of fhe Census.

It was then necessary to determine, for each major retail center,
the city/toWn'of sales origination. That is, the amount of sales that
each MRC draws from each town in the study érea. Several levels of
analysis were undertaken here. First, shoppers surveys were conducted

at the following centers: Miracle Mile, Trumbull Shopping Park and

Meriden Square. (Incomplete data was obtained, but not used from a
shoppers' survey conduéted at West Farms.) A sample qUestionnaire and

tabulated results are included. A major assumption underlying the
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use of these surveys is that those individuals surveyed are represen-
tative of all shoppers at that particular center and that each shopper
spends approximately the same amount of money per trip. It was also
assumed that shopping patterns in the Spring of 1980 were not dramatical-
1y different from shopping patterns in 1977. This being the case, the
origination of sales to each MRC was distributed relative to the distri-
bution of residences of the shoppers surveyed. This is, if 13 percent
of the shoppers surveyed at Magic Mile lived in Wallingford, then 13
percent of shoppers goods sales at Magic Mile was assumed to be made
by residents of Wallingford.

For downtown New Haven the results of the shoppers surveys conducted
by Halcyon, Ltd. in 1978 as part of the study for the New Haven Central

Business District (CBD) entitled, An Analysis of Market Potentials,

were used. The results of this survey, which pertained to the residence
of the shoppers, were applied to CBD reported sales in the manner describ-
ed above -- the percent distribution of residence of shoppers was applied
against reported CBD sales to arrive at sales by place of origin.

Survey information was not available for White Acres, Connecticut
Post, West Farms and Naugatuck Valley Mall. Trade areas for each center
were established using the f011owing: short trip information generated
by the Connecticut Department of Transportation (Connecticut DOT), the
location of competitive centers, major highway routes and estimated
driving times.

DOT trip data was analyzed for the four towns in which the above
mentioned centers are located (Orange, Milford, West Hartford and Water-
bury) and a distribution matrix by the city/town of origination was

developed. (The DOT short purpose trip distribution was assumed to
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be similar to the distribution of sales origination for these centers.)
This percent distribution matrix was then applied, similar to the method
described previously, to reported sales for each center. For example,
it was determined that West Haven was within the trade area for Connecti-
cut Post Shopping'Centerv Of all short'purpose trips ending in the
Town of Milford (from Connect1cut poT), 9 percent or1g1nated in west
Haven. It was, therefore, assumed that of the center s $18 9 m1111on
t1n shoppers goods sa1es 9 percent or $1 7 m1111on, is generated from
~ “shoppers residing in. West Haven | “
For each town in the study area, an: est1mate of shoppers goods
purchas1ng paower spent at- the 1dent1f1ed major retail centers was de-
’.veloped -This d1str1but1on of purchas1ng power follows in. the tab]e

ent1t1ed Dlstr1butlon of Shoppers Goods Purchas1ng to Major Reta11 Cen-

ters, 1977
Using the town of North Haven as an example:

-- 1977 shoppers: goods purchas1ng power was est1mated
at $22 311,000; and

---based on shoppers surveys and DOT short -purpose
' trip data, it was estimated that. $6,631,000 was
spent in the New Haven CBD; $5,669,000 of Mag1c
Mile, and $133,000 at White Acres.
DISTRIBUTION OF SHOPPERS GOODS PURCHASING POWER
10 MAJOR RETAIL. CENTERS
NORTH HAVEN MARKET AREA
1977

(In Thousands of 1977 Constant Dollars)

Shoppers. B o
~ Goods L Centers Within SMSA
Purchasing. New Haven Miracle White - Subtotal
- Power ~_CBD Mile - Acres SMSA
North Haven $22,311 $ 6,631 - $ 5,669 $ 133 $ 12,433
New. Haven $84,720 $36,705 $ 9,035 $ 2,249 $ 47,989
Wallingford $32,182 - $ 1,025 $ 7,145 $ 68 '$ 8,238
Hamden $47,900 $ 6,651 $20,668 $ 384 §27,703
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Sales Flows to Cities and Towns

Approximately 50 percent of the purchasing power within the New
Haven region can be accounted for by sales to the identified major retail
centers. The balance of the area's purchasing power is spent in smaller
centers and free-standing stores both inside and outside the SMSA bound-
aries. A method similar to the one described immediately above was
used to distribute the remaining shoppers goods purchasing power among
cities and towns in the New Haven region. Short-purpose trip data from
Connecticut DOT were analyzed, and a matrix was developed. This matrix
detailed, for each city and town in the North Haven Mall Market Area,
the percent distribution of short-purpose trfps by origin and destination.
It was assumed that this percent distribution matrix of short-purpose
trips mirrored expenditure patterns by place of origin for the market
area. That is, if 4 percent of the short-purpose trips originating
in North Haven ended in Hamden, then 4 percent of the purchasing power
of North Haven, after accounting for sales to the major retail centers,
was assumed to be spent in Hamden (exclusive of Magic Mile).

A matrix detailing estimated expenditures by city/town of origin
to a destination within the New Haven region was developed from the
percent distribution matrix described above. Purchasing power which
could not be accounted for by sales to major retail centers or the desig-
nated cities/towns was assumed spent in sales locations beyond therNew
Haven region‘s boundaries and are shown under the "Other" column of
detailed matrices. The 1977 sales flows to the various cities and towns

appear in the table entitled Distribution of Balance of Shoppers Goods

Purchasing Power to Towns, 1977.
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Tests for Reasonableness

As mentioned previously, the distribution of purchasing power of
study area towns to major retail centers and other city/town sales desti-
nations was based on shoppers surveys and traffic data generated by
the Connecticut Department of Transpo?tation.

These shoppers surveys were conducted directly in relation to retail
shopp1ng patterns so that results of these surveys are d1rect1y reflective

" of where people are shopping.. The DOT data, on the other hand, deals
with non-shopping as well as shopplng travel patterns and thus is not
solely attuned to where people go to shop. That is, the part1cu1ar
tfip information used here -- 1abelled "short purpose trip" data --is
one of f1ve major classifications used by Connect1cut DOT. The other
four groupings (and therefore excluded from the short -purpose trip data)
are: Home Base to Work; Long-Social and Recreational; Trucks; and Non-
home Base (i.e., trip originates from other than place of residence).

Within the Short-Purpose Trip classification are included the follow-

' ing‘subéategories: | |
Personal Business

Medical/Dental

Dining Out

Civic/Religious

Convenience Shopping

Shopping
Passenger Serving (e.g., taking someone to a train

or bus); and
Other Short Trips.

Recognizing that there are non-shopping trips included here and
that this information was used to help establish where retail dollars
were f]owing (both originétion and destination), the question arises
as to whether there are any particular biases in this data base and
how that might influence the analysis. Considering both the type of

data that are and are not included, it is judged that the non-shopping

- 191 -



trips in the short-purpose category would tend to be of shorter range

or more locally confined than would shopping of the type under considera-
tion here. Thus, there may be some bias toward understating the distance
people are traveling for retail goods.

In turn, this sort of bias -- to the extent it does exist -- would
tend to underestimate the level of retail sales leakage that is occurring
and, therefore, subject to recapture.

To test the reasonableness of the sales distribution generated
by these analyses several relationships were examined and marginal ad-
justments made where deemed necessary. The time/distance relationships
between towns of purchasing power originates and each sales destinations
(major retail centers and the cities and towns in the North Haven Mall
market area), as well as the implied market areas for the various retail
concentrations and the location of competitive sales locations in and
around the SMSA were carefully examined in order to assess the reasonable-
ness of the distribution matrix.

Two illustrations of the results of this process are shown below --
one looking at the Town of Hamden in terms of where its residents spend
their retail dollars (according to the sales distribution matrix) and
the other looking at the Town of Hamden as a sales destination and where

these sales originate (again, according to the sales distribution matrix).
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-- It was estimated that, in 1977, the residents of
Hamden spent $47.9 million on shoppers goods in
the following locations:

Magic Mile 43%*
New Haven CBD _14%
Subtotal 57%
Other Identified Shopping Centers 5%
Subtotal 62%
Hamden Other Than Magic Mile 13%*
Other Metro Towns _12%
Subtotal ' 87%
Other Locations Outside the Metro _13%
Total 100%

-- As reported in the U.S. Census of Retail Trade,
the Town of Hamden registered $64.2 million in
shoppers goods sales. It was estimated that the
people making these expenditures came from the
following towns:

Hamden 42%
New Haven _16%
Subtotal 58%
Other Metro Towns _32%
Subtotal 90%
Non-Metro Towns _10%
Total 100%

As anticipated, these figures reflect that a high percentage of
Hamden residents' expenditures are retained within the town (43%* +

13%* = 56%) and that two fifths of Hamden's sales come from Hamden resid-

ents.

At the same time, dollars spent outside the metro by Hamden residents
are at a reasonable 13 percent (i1lustratively, this would amount to

expenditures of about $440 per year for a household with a gross income

of $25,000). Conversely, dollars coming to Hamden from outside the

metro represent about 10 percent of its annual sales.
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Beyond the above described tests for reasonableness, these sales
flow distribution estimates were checked against (and adjusted where
appropriate) actual sales reported through the U.S. Census. For instance,
in the example described above shoppers goods sales were a known factor
so that, as purchasing pawer for each town was distributed, the results
had to "equate" to the reported sales figures for each destination.
Calibrations made as a result of this check ranged from zero percent

to five percent.

4, SMSA Shoppers Goods Sales Projections - Baseline

Shoppers goods sales in the New Haven SMSA in 1985 and 1990 will
be a function of regional purchasing power, the availability or supply
of retailing oppertunities, and particular consumer shopping patterns.
Purchasing power in the area was projected under two scenarios -- assuming
zero percent and one percent annual growth rates in per capita income
as described in Section Il preceding. Under. a baseline situation (no
North Haven Mall), it was assumed that there would be no major additions
to the supply of retail space through 1990. It was also assumed that
future shopping patterns and sales trends would continue to reflect
past experience. Consequently, the sales distribution patterns evidenced
by the 1977 sales distributions, described previously, weuld remain

relatively unchanged.
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‘North Haven

New Haven
Wallingford

Hamden
North Branford ’

East Haven
Bethany
Woodbridge
Orange
West Haven
8ranford
Guilford
Madison

Clinton

Subtotal

Durham
Middlefield
Mer iden
Cheshire

Subtotal
Total SMSA and

Selected Non-SMSA

Other Non-SMSA

Total Center Sales

DISTRIBUTION OF SHOPPERS GOODS PURCHASING POWER TO MAJOR RETAIL' CENTERS .

NORTH HAVEN MARKET AREA

1977

(In Thousands of 1977 Constant Dollars)

Shopperﬁ : Centérs With SMSA Lenters OutsideASMSA gﬁltgﬁ?l
Goods ew : Trumbull - Subtotal Goods
Purchasing Haven Miracle White - Subtotal Connecticut. Shopping Meriden West Naugatuck Outside Purchasing
Power CBD Mile  Acres SMSA . Post Park ‘Square © _Farms Valley SMSA Total Power
22,311 6,631 5,669 133 12,433 2 0 7129 560 43 ° 1,384 13817 8,494
84,720 36,705 9,035 2,249 47,989 455 467 487 261 77 1,747 49,736 34,984
32,182 1,025 - 7,145 - 68 8,238 32 0o 4,970 2,129 121 7,252 15,490 16,692
47,900 6,651 20,668 . 384 27,703 107 . 467 487 784 114 1,959 29,662 18,238
v9,801 1,175 1,121 43 2,339 20 0 1,981 336 19 2,356 4,695 5.106
19,160 6,380 1,477 242 8,099 87 0 0 0 24 11 8,210 10.950
4,188 - 1,427 768 105 2,300 36> 0 0 37 70 143 2,443 1,745
12,582 1,427 354 666 2,447 127 0 0 186 . 20 333 2,780 9,802
15,937 1,427 354 5,806 7,587 1,148 467 0 0 19 1,63 9,221 6.716
42,323 . 9,317 591 6,586 16,494 1.659 975 0 0 34 2,668 19,162 73,16]
22,961 4,197 1,477 133 5,807 52 0 -0 0 0 52 5,859 17,102
16,953 1,343 354 59 1,756 30 0 0 186 0o 216 1,972 14,981
14,485 1,175 -0 34 1,209 20 -0 0 a1}, 0 431 1,640 12,845
9,199 84 0 0 84 0 0 0 0 0 0 84 9,115
354,701 78,964 49,013 15,508 . 144,485 3,825 2,376 8,654 4,890 541 20,286 164,77) 189,930
4,554 0 0 0 0 6 0o 1,008 859 17 1,800 1,890 2.664
3,028 0 0 0 0 4 0 . 487 1,120 - 29 1.640 1,640 1,388
46,711 o 4. 31 385 16 0 22,944 6,386 306 29,652 30,037 16.674
21,096 839 4,489 - 86 5,374 22 0 1,752 a,070 1,118 6,462 11,836 9,260
75,388 839 4,843 77 5,759 48 "0 25,691 12,435 1,470 39,648 45,403 29,985
430,089 79,803 53,856 16‘585 150,244 3,873 2,?76 34,345 17,325 2,011 59,930 210,174 219,915
-- 4,140 1,305 10,411 15,856 15,048 6ﬂ;002 6,056 110,162 74,766 266,034 281,890 --
-- 83,943 55,161 26,99 166,100 18,921 62,378 40,401 127,487 76,777 325,964 492,064 -



tiorth Haven
tiew Haven
Walliingford
Hamden
North Branford
East Haven
Bethany
Woodbr idge
Orange

West Haven
8ranford
Guilford
Hadison
Clinton

fod

g Subtotal

4 Durham
Middiefield
Mer iden
Cheshire

Subtotal

Total SMSA and
Selected
Non-SMSA

Other Hon-SMSA

Total Sales

DISTRIBUTION OF SHOPPRRS GOODS PURCHASING POWER TO MAJOR RETAIL CENTERS

NORTH HAVER MARKET AREA

{1n Thousands of 1977 Constant Dollars)

1977

Balance
Shoppers
Goods
Purchasing  North New Horth East West
Power Haven Haven Wallinaford MHamden Branford  Haven  Bethany Woodbridae Orange Haven Brandford Guilford
8,494 3,652 255 1,104 339 72 19 0 170 a5 0 0 n
34,948 1,399 18,541 700 1,049 n 1,399 0 )] 2,799 1,390 700 0
16,692 2,170 500 9,R48 167 140 338 0 n L] 187 1 L
18,238 2,37 2,189 548 6,M8 0 183 o 183 183 183 0 0
5,106 766 255 m 51 430 357 o 0 0 0 613 f5
10,950 438 2,518 109 219 184 3,613 0 o 219 328 1,643 a3
1,745 70 157 35 70 0 0 593 120 52 52 o L]
9,802 392 1,91 98 392 0 0 0 3,725 784 294 (| o
6,716 67 538 0 67 0 o 0 67 2,820 R06 n 0
23,161 232 3,938 0 Q 0 2% 0 n 3,918 .03 v 1]
17,102 m 1,710 0 171 0 1,530 0 n (1] wm 10,778 5ap
14,981 150 599 0 [} 450 0 0 ] 0 2,098 6,767
12,845 128 257 128 ] 0 257 0 0 0 0 899 2,073
9,115 (] 91 0 0 0 n 0 n n 0 273 343
189,930 12,006 33,509 12,877 8,54) 826 8,708 593 4,285 10,A80 12,433 17,567 9,945
2,664 0 27 187 0 0 0 n 0 0 0 27 6R
1,388 0 0 69 0 0 0 0 [ 0 0 L 0
16,674 [ 167 3,168 0 0 n 0 [ 0 A o 0
9,260 mn 185 14} 185 0 0 \J ] 0 n 0 0
29,985 37t k24 4,165 188 0 0 (1] 0 [ 0 27 68
219,915 12,377 33,888 17,082 8,728 R26 8,704 592 4,285 10,880 12,433 17,592 19,012
-- 2,406 15,599 13,483 n? 143 1,152 402 913 73,370 3.85% 2,19 902
-- 18,783 49,387 39,525 9,040 99 9,85 995 s, 108 34,750 6,788 19,013 0,915

Niddlefield

Madisor Clinton Durham Meriden Cheshire Milford Other
0 [} 0 0 n 255 [ &
0 0 0 0 0 0 M 6,798
0 L] 0 0 1,335 334 0 1,363
0 0 0 0 183 183 n 6,014
0 0 51 0 51 n n 2,140
0 0 0 0 ] 0 100 1,477
0 0 o 0 0 5 38 504
[} 0 0 0 0 0 392 1,764
0 0 0 0 0 0 1,278 1,078
0 L] 0 0 0 n 2,316 3,723
0 0 0 0 0 0 i 1,80
501 103 0 0 ) ()] N ama
2,401 136 0 0 0 0 n 6,266
1,118 1,750 0 0 0 0 N 5,543
4,017 2,789 51 0 1,569 RO7 4,999 44,031
23 1} 746 79 54 0 0 1,453
0 ] 28 305 97 0 0 3,835
0 [} 0 0 9,17 333 0 3,93
0 0 0 0 185 4,631 0 2,%?2
23 0 L 381 9,507 4,964 0 9.1y
4,080 2,289 825 388 11,086 5, M 4,990 €3,169
104 58 -~ - 10,053 S,ABR 38,779 --
4,184 2,347 - -- 21,129 11,439 43,728 -



Shoppers goods sales for the SMSA, were projected based on projected

purchasing power and past sales trends in the area.

PROJECTED SMSA SHOPPERS GOODS SALES
1985 and 1990
(In Millions of 1977 Constant Dollars)

1985 1990

1/ - -
Scenario 1-" $368.9 $365.6
scenario 22/ $399.4  $416:1

1/ Assumes zero percent income growth.
2/ Assumes one percent annual in-

come growth.
Shoppers goodé sales for the New Haven'CBD'and the Magic Mile shop-

'p1ng str1p in Hamden were projected based on past sales trend informa-
tion for 1972 and 1977 (as pub11shed by the Bureau of the Census).

These two major retail centers (MRCs) are the only two SMSA centers

- for which census information is available for more than one point in
t1me Sa]es trends for these centers, therefore, can be analyzed and
projected 1ndependent1y. These sa]es “trends for the years 1972 and
1977 ‘were analyzed and used to project sales for 1985 and 1990 on a
modified trend line basis. Implicit in this analysis are the sales

floWs originating from the individual SMSA cities and towns. Shoppers

goods sales for the New Haven CBD and Magic Mile were projected as follows:

SHOPPERS GOODS SALES PROJECTIONS

1985, 1990
(In Millions of Constant 1977 Dollars)
1985 1990
New Haven CBD $73.0 $69.6
Magic Mile ’ $55.2 $55.2
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Detailed Sales Flows Analysis

Projections of purchasing power for the North Haven Mall Market
Area and estimates of shoppers goods sales for those areas mentioned
~ above were used to develop a computer model which would project detailed
sales flows -- by city/town of origination to sales destinations -- for
the designated MRCs and cities and towns for 1985 and 1990. (Purchasing
power which would be spent in other sales locations is accounted for in the
"Other" column.)

This mode]l assumes that the 1977 percent sales distribution evi-
denced in the analysis of 1977 sales flows will remain unchanged in
1985 and 1990 under a baseline situation. It should also be noted that
this computer analysis details only sales originating from within the
North Haven Mall Market Area and is unable to project the distribution
and level of sales originating from other cities or towns. For example,
while total SMSA sales have been projected at $368.9 million for 1985
and $365.6 million for 1990, under a zero percent income growth scenario,
sales originating from the North Haven Mall Market Area and generated
from the detailed sales flow analyses amount to $299.6 in 1985 and $304.8
in 1990, or 81 percent and 83 percent respectively of total projected
SMSA sales. In other words, in 1990, 17 percent or $60.8 million of
total SMSA sales are projected to be generated by unidentified non-SMSA
locations.

‘These detailed sales flows for 1985 and 1990, under Scenarios 1

and 2 can be found in the statistical tabulations of these attachments.
(A graphic portayal of these analytic techniques and the logic associated

with this approach appear in the Exhibit following.)
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5. Impact of North Haven Mall

The baseline supply/demand configurations for the New Haven-West
Haven metropolitan area, would be dramatically affected by a signficant
increase in retail space supply, such as that represented by the pro-
posed North Haven Mall.

The "lower half" of the logic flow chart, presented earlier, graphi-
cally describes the analytical approach used in evaluating such supply/demand
impacts of the proposed Mall, This methodology or approach takes advan-
tage of the extensive level of detail afforded by the origination/desti-
nation matrix and the resultant ability to individually evaluate poten-
tial competitive impacts on 380 separate sales flow relationships within
and around the metropolitan area.

This approach also allows, as previously described, the separate
measurement of four major sales flow categories: sales retention (metro
to metro), sales inflow (non-metro to metro), sales outflow (metro to
non-metro) and untapped inflow potentials (non-metro to non-metro).

In this fashion, the potential impact of the North Haven Mall can
be evaluated from a retail sales perspective in the following illustra-
tive fashion: given a baseline sales flow of $6.6 million from the
town of North Haven to the New Haven CBD, what is the competitive rela-
tionship between the proposed North Haven Mall and the New Haven CBD
in terms of travel distance from North Haven, accessibility and type
and variety of retail services? Further, if the North Haven Mall is
implemented, what percentage of those sales currently flowing from the
town of North Haven to the CBD would be diverted to the North Haven

Mall?
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Such an approach allows for a highly detailed analysis that is
carefully tailored to current market organization patterns within the
New Haven ﬁetropolitan area.

Sales Leakage Recapture: To the extent that the North Haven Mall

reduces current sales outflow (that is, SMSA area purchasing power going
to non-SMSA sales locations), then this portion of the Mall's sales

is defined as a recapture of sales leakage or outflow. The amount of
the current sales leakage that can be recaptured from the varibus retail
centers and other cities/towns outside of the SMSA boundaries will de-
pend on several factors: |

-- Proxim1t¥: It is assumed that, given similar types
of retail products, shoppers will choose to frequent
the retail location which is closer to their place
of residence. The closer the North Haven Mall is
to the other cities/towns in the market area vis-
a-vis currently frequented shopping centers outside
the SMSA, the greater the likelihood of attracting
back, or "recapturing," dollars currently being
spent in non-SMSA locations.

-- Comparability of Retail Products: Here the specific
stores ana types of retail goods that are represented
in the current shopping destinations were evaluated
as compared with that which would be offered by
the North Haven Mall. Size of center and concentra-
tion of shopping opportunities are likely to give
the Mall an advantage. However, if the retail pro-
duct offered in other locations is of a "specialty"
type, then the Mall will be less able to capture
a significant portion of the leakage.

-- Ambience: To the extent that the North Haven Mall
will provide easier access, a more attractive shop-
ping environment and better security, it will be
able to recapture sales from other retail centers
outside the SMSA.
Using these criteria, a recapture range was developed, in percen-
tage terms, and was applied to each sales destination outside the SMSA.
These potential recapture sales, under Scenario 1 and 2, for 1985 and

1990 are contained within the statistical tabulations at the end of

this attachment.
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Improved Sales Inflow: There are at least four towns along the

northern fringe of the New Haven metropolitan area that are clearly
within the principal market area of the proposed North Haven Mall.
These include Cheshire, Durham, Middlefield and Meriden. Recognizing
that the influence of the North Haven Mall might be felt beyond the
boundaries of these towns, the analytical approach employed here has
been to conservatively limit this potential area of influence. Purchasing
power represented by residents of these non-metro area towns and which
would be expected to flow to non-metro sales locations under baseline
conditions represent untapped inflow potentials. To the extent that
these sales flows are diverted to the North Haven Mall they would repre-
sent improved sales inflow for the New Haven SMSA. |

Again the potential for improved sales inflow inta the New Haven
SMSA has been very conservatively limited to the non-SMSA towns of Dur-
ham, Middlefield, Meriden and Cheshire. It is possibly that additional
sales inflow, beyond the level estimated here, may occur. Estimates
of improved sales inflow are included in the above-mentioned tables
which detail sales recapture.

Sales Transfers: The above two categories represent sales going

to non-SMSA sales locations from both SMSA and non-SMSA residents.
On the other hand, sales currently flowing to SMSA area sales locations,
regardless of whether they originate from SMSA or non-SMSA residents,
would be considered sales transfers to the extent that they are diverted
to the North Haven Mall.

It should be noted that this last item, sales transfers, is the
element of particular interest with regard to potential competitive
retail impacts on downtown New Haven, Hamden's Magic Mile or other metro-

politan area locations.
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Having established anticipated sales volumes for the North Haven
Mall (see Attachment C. Project Profile) and sales opportunities through
leakage recapture and improved inflow (see immediately above) total

transfer sales were derived as follows:
Total Mall Sales - (Leakage Recapture + Improved Qutflow) = Transfer Sales

It shduld be noted that total ha11 sales were first estimated inde-
pendent of inflow/outflow distinctions, as described in Attachment C.
The leakage recapture/improved inflow elements represent the “easier”
target markets or those sales flows most succeptible to competition
and diversion. These are consumers who are relatively close to the
proposed mall location (they reside, by definition, within the SMSA)
yet who, at present, travel outside the metro to satisfy their retail
needs. If goods they are seeking are offered within the metro then
they are an "easier" market than those who are already shopping near
- their place of residence (i.e., within the metro). Thus, the resultant
transfer sales (per the above formula) represents the more difficult
markets or dollars to attract to reach the forecast sales levels. It
is assumed here, however, that the mall would be successful in achieving
tHosé transfer sales and the total sales volumes anticipated.

,Ih addition to the total level of metro sales transfers, however,
1ikely sales transfers from individua1 retail concentrations within
the metro are of particular interest -- e.g., New HaVen CBD or Hamden's
Magic Mile.

The principal approach used for allocating the total metro sales
transfers amongst individual sales locations, as suggested by HUD and

its consultant, has been to distribute them on the basis of factors
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related to proximity, comparability of retail products and ambience
(factors described earlier in this section). The results of this approach
are displayed in the percentage distribution matrix on the following
page.

This matrix recognizes the differences in potential impacts from
one retail center (or destination) to another within the metro. Specific-
ally taken into account is the potential competitive impact the Mall
might impose on each baseline "“trading relationship" represented by
each cell of the matrix vis-a-vis every other cell in the matrix. That
is, by way of example, the baseline trading relationships represented
by the North Haven/New Haven CBD and New Haven/New Haven CBD "cells"
will be impacted most given proximity of the towns of origination (North
Haven and New Haven) to the proposed Mall and the general comparibility
of shopping opportunities between the baseline destination (New Haven
CBD in each cell in this illustration) and the Mall. At the other end
of the spectrum would be a cell such as North Branford/North Branford
where the shopping habits represented by the types of goods bought by
North Branford residents in their own town will be only nominally impacted

by the Mall.
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TRANSFER SALES IMPACT

. ALTERNATIVE DISTRIBUTION PERCENTAGES

8 5
A A s g $
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gy 25 o2 o5 g 5 5 s T % £ & &
eomaweongn 3 F ;£ 03 03 B B 5 8 2 & 3 4 3 & S
‘North Haven 6.5¢ 5.1 0.2% 4.5¢ 0.3% 0.6%  0.3% 0.1% 0.3% -- 0.1% 0.1% -- -- - - --
New Haven 6.60 2.9% 1.0 3.1% 2.9% 0.7% 0.7% -- 0.9% -- -- 0.9% 0.9% 0.4% -- -- --
Wallingford 1.1% 6.2¢ 0.1% 2.6% 0.5% 1.2% 0.1% 0.1% 0.2% -- -- - 0.1% 0.2% -- -- --
Hamden 3.8% 4.6 0.4% 3.1% 0.9% 0.4% 0.6% -- 0.2% -- 0.1% 0.1% 0.1%- -- - -- --
North 8ranford 0.7% 1.06 -- 0.9 0.1% 0.2% 0.1% 0.1% 0.2% -- -- - 0.3% 0.1% -- --
East Haven 2.4% 0.7% 0.2¢ 0.5% 1.1% 0.1% 0.1% -- 0.4%  -- -- 0.1 0.1 0.4% 0.1% -- --
Bethany 0.9% 0.2% 0.2¢ 0.1% 0.1% -- -- -- - 0.2% -- - -- -- - -- --
~ Woodbr i dge 0.8% 0.1% 0.1% 0.5 0.5% 0.1% 0.1% -- -- —~ 0.5¢ 0.1% 0.1% -- -- -- -
Orange 01% --  0.7% 0.1% 0.1% -- -- -- -- -- -- 0.4% 0.1% -- -- -- --
West Haven 0.9 0.1% 0.8% 0.3% 0.5% -- - - 0.1%  -- -- 0.5¢ .1.1% 0.1% -- -- --
Branford 1.7% 1.0% 0.1x 0.2% 0.8% -- 0.1%  -- 0.4% -- -- -- - 13% - -- --
Guilford 0.6 0.4% 0.1% 0.3% 0.2% -- -~ - 0.2% -- -- -- -- 0.5% 1.1% 0.1% -
Madison 0.5% -- -- 0.2% 0.1% 0.1% -- - 0.1%  -- - -- -- 0.2% 0.7% 0.4% 0.2%
Clinten -- -- -- -- -- -- - -- -- - - - -- 0.1% 0.1% 0.2% 0.4%
Durham -- -- -- -- - 0.1%  -- -- -- - -- -- -- S — -- --
Middlefield -- -- -~ -- - -- - - -- -- -- -- -- -- -- -- --
Mer i den -- - 01% -- 0.1% 0.7% -- -- -- -- - -- -- -- -- -- --
Cheshire 0.1%  -- 0.1% 0.6t 0.1% 0.2% 0.1% -- -- -- -- -- -- -- -- -- --
Total 6.9 21.3% A4.1% 17.0¢ 8.3% 4.4% 2.2% 0.3% 300 0.2% 0.7% 2.2% 2.5% 3.5% 2.1% 0.7 0.6%




E. Glossary



Community Shopping
Center

Comparison Goods

Convenience Goods

Discount Department
Store '

Freestanding Retail

GAF

Major Retail Center

Neighborhood Shopping
Center

Principal Market Area

E._GLOSSARY

Provides a wide range of facilities for the sale
of shopping goods such as apparel and furniture,
and may include banking and professional services
and recreational facilities. A junior department
store variety store, or discount department store
is the principal tenant of this type .of center.
Average total area ranges from 91,000 to 268,000
square feet. '

Those goods for which consumens are likely to

- "comparison shop." - For purpose of this report,

defined as shoppers goods.
Includes the retail categories of food and drug.

Establishments engaged in the sale of a variety
of merchandise -- general merchandise, apparel,
furniture, food and miscellaneous items -- in
the low and popular price ranges.

A single retail establishment which is not a
physical part of a specific shopping center.

Retail sales are classified by the type of estab-
lishment from which they are sold. Strictly
defined, GAF includes general merchandise, apparel
and accessories and furniture. Frequently however,
the term is used interchangeably with "shoppers
goods" and is done so in this report.

As defined by the U.S. Bureau of the Census,

a concentration of at least 25 retail stores
located in an SMSA but outside a CBD. At least
one of the stores must be a general merchandise
store, with a minimum of 100,000 square feet of
total under-roof floor space.

Provides for the sale of daily living needs --
convenience goods such as food, drugs, hardware

-and personal services. A supermarket is the

principal tenant of this type of center. Ranges
in size from 27,000 to 96,000 square feet.

That area from which the North Haven Mall is
expected to draw the majority of its sales.

‘Includes those SMSA cities/towns of North Haven,

New Haven, Wallingford, Hamden, North Branford,
East Haven, Bethany, Woodbridge, Orange, West
Haven, Branford, Guilford, Madison and Clinton.
Also includes the non-SMSA towns of Durham, Middle-
field, Meriden and Cheshire.
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Purchasing Power/

Expenditures

Regional Shopping

Center

Sales Inflows

Sales Leakage

Sales Qutflows

Sales Recapture

Sales Retention

Sales Transfers

Selected Services

Shoppers Goods

SMSA

That portion of a region's total aggregate income
which is available for purchasing retail goods
and services. Shoppers goods purchasing power

is defined here at 13.5% of aggregate income.

Provides a variety and depth of shopping goods
comparable to those of a central business district
in a small city, including general merchandise,
apparel and home furnishings, as well as a variety
of services and perhaps recreational facilities.
One or two major department stores of generally
not less than 100,000 square feet of GLA are

the principal tenants. Total area ranges in

size from 300,000 to 830,000 square feet,

Purchasing power of non-SMSA residents which
is spent at sales locations within the SMSA (re-
ferred to as non-metro to metro).

Sales outflows (see below).

Purchasing power of SMSA residents which is spent
at sales locations outside the SMSA (referred
to as metro to non-metro).

Sales outflows which are projected to be diverted
from non-SMSA sales destinations to the North
Haven Mall.

Purchasing power of SMSA residents which is spent
at SMSA sales locations (referred to as metro
to metro).

Expenditures at SMSA sales destinations which
might be diverted, or transferred, to the North
Haven Mall.

Included establishments primarily engaged in
rendering a variety of services to individuals
and business establishments: hotels, motels

and trailer camps; personal services; automotive
repair services; miscellaneous repair services.

Includes the retail categories of general merchan-
dise, apparel and accessories, furniture and
miscellaneous shoppers goods. The latter category
includes items sold in the following types of
stores: sporting goods, books and stationery,
jewelry, hobby, camera, gift, luggage and sewing.

An abbreviation for Standard Metropolitan Statisti-
cal Area. It is defined by the U.S. Bureau of

the Census and updated periodically. In New
England, an SMSA is defined as consisting of
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Soft Goods

Strip Commercial

Super Regional
~ Shopping Center

Untapped Inflow
Potentials

a central city and those cities and towns immed1i-
ately adjacent to it when economic and social
relationships among these areas meet specified
criteria of metropolitan character and integration.

Includes apparel, linens and general merchandise.
Does not include appliances, hardware or furniture.

A massing of retail establishments -- small centers
and freestanding establishments -- generally
found along major local traffic routes.

Provides an extensive variety and depth of shopping
goods comparable to those of the central business
district of a major area. Includes a wide selec-
tion of general merchandise, apparel and home
furnishings, as well as a variety of services

and recreational facilities. The principal occu-
pants must include at least three full-line depart-
ment stores of generally not less than 100,000
square feet. Total area of the center ranges

from 724,000 to 1,304,000 square feet.

Purchasing'powek of individuals living outside

the SMSA which is spent at sales locations outside
the SMSA (referred to as non-metro to non-metro).
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SHOPPERS SURVEYS



SHOPPERS SURVEY

Interview Location: Interviewer:

Date of Interview: Time of Interview:
Weekday Aft. ~Eve.
Saturday AM PM

1. PLACE OF RESIDENCE

Where do you live and what is your Zip Code

How long does it take for you to travel from your home to here?

2. SHOPPING PATTERN

a. How often do you shop here?

daily monthly
several times a week bi-monthly
weekly rarely
bi-weekly

b. During your trip today at what stores do you plan to shop?

c. Where else do you frequeht]y shop?

New Haven CBD Connecticut Post Shopping Center
Meridan Square East Haven (Bradlees, K-Mart, etc.)
Naugatuck Mall, Waterbury Hamden Shopping Centers (Plaza,
Trumbull Shopping Park Mart, Caldors, Acme)

Bridgeport Other (specify)

West Farms, Hartford
White Plains

e e e e e e e . e —— . —— — — o —— o — e - m— e M = e T S e T e e e S S e e S .

Interviewer QObservation

Age: Under 20 3 20-25 ; 25-35 ; 35-45 ‘ ; 45-55 ; 55-65 ;
Over 65 .
Sex: M 3 F
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SHOPPERS IN THE NEW HAVEN SMSA,
BY PLACE OF RESIDENCE, DECEMBER, 1977

Suburban

Downtown Shopping
Place of Residence New Haven Centers Total
City of New Haven 43.0% 24.0% 33.3%
Hamden/North Haven 15.5% 15.7% 15.6%
East Haven/Branford 12.4% 2.5% 7.3%
West Haven 10.9% 15.7% 12.9%

Bethany/Woodbr idge/

Orange 5.7% 20.1% 13.1%
Subtotal (87.5%) (78.0%) (82.2%)
Other SMSA 5.8% 6.3% 6.3%
SMSA Total 93.3% 84.3% 88.5%
All other 6.7% 15.7% 11.5%
Survey Total 100.0% 100.0% 100.0%

Source: Halcyon, Ltd. and New Haven Chamber of Commerce's Shoppers Survey,
December, 1977.
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Place of Residence

1.

2a.

2b.

2c.

AGE:

Travel Time

0- 5 Hinutes
5-10 Minutes
70-20 Minutes
20-30 Minutes
30+ Minutes

Total

Shopping Pattern

Daily

several Times a Week
Weekly

Biweekly

Monthly

Bimonthly

Rarely

Total
v

Stores~

Bradlees
Stop & Shop
Marshalls
Child World

Where Else Shop?

New Haven CBD
Meriden Square
Haugatuck
Trumbull
Bridgeport
Westfarms
wWhite Plains
Connecticut Post
tast Haven
Hamden

Other

Total
Less than 20

20-25
25-35

. 35-45

SEX:

45-55

§5-65

Over 65
Total

Male
Female

Total

1/ Major anchor stores.

Source:

RISPUNSES_ 10, SHOPPERS SURVLY
MIRACLE MILE-IAMOIN

MAKCH 1980 :

©
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Gladstone Associates Survey, March 1980.

Total

157

Percent
of Total

22.31
22.9%
27.4%
15.9%
.52

100.0%

8.91
22.3¢
26.11
18.531
10.8%
10.21

3.21

100.0%

37.6%
62.41

100.01



Place of Residence

1.

2a.

2b.

2c.

AGE:

SEX:

Travel Time

0- 5 Minutes
5-10 Minutes
10-20 Minutes
20-30 Minutes
30+ Minutes

Total

Shopping Pattern

Daily

Several Times a uWaek
Weekly

Biweekly

Manthly

Bimanthly

Rarely

Tatal
Storesl/

G. Fox
J.C. Penney's

where Else Do You
Freguentlx §Eog?

New Haven CBD
Meriden Squarve
Nauguatuck
Trumbut}y
Bridgeport
Westfarms
White Plains
Connecticut Post
East Haven
Hamden

Other

Total

Less than 20
20-25

25-35

35-45

45-55

55-85

Over 65

Total

Male
Female

Total

RESPONSES YO SHOPPERS SURVEY

MERIDEN SQUARE

1/ Anchor department stares.

Source: Gladstone Assaciates Survey, April
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30 ee  em  e= = == es ee ea e s 0 21.4%
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RESPONSES TO SHOPPERS SURVEY
TRUMBULL SHOPPING PARK
APRIL 1980

v

- [ = <
-~ b o N @ [3 ~—
g =z § % c B 2 p z . 3 ¢ C T or
Place of Residence é- 2 E E § = 5 g S s § gx § § § i z E: & 8§ E § @ = < 23
¢ : % E it I %:pZsi:i:iziiz;eé Percent
o — “n [ 2 7] 3 < T F3 d = 3 = P x Z x o 3 (=] z o 2 W “ Total of Total
b, Travel Time
0- 5 Minutes § 4§ .= 1 e ee me me e ee = me em es ee =e o ss eeee T em mmme oo es e 14 10.3%
5-10 Minutes 12 09 3 3 em ee e me ee ee 1 ee e ee e e eemr o meem e e esem e e 28 20.51
10-20 Minutes 20 12 6 3 4 2 3 1 3 = e == &5} em e ee 11 ee e e e e e 62 45.5%
20-30 Minutes 2 vy 2 3 2 e -- Y 2 V2 -+ 0} 27 2 1 ee ee em me e es ee ee e 23 16.9%
30+ Minutes IS SRS JPUGI AR L L R B B B 9 6.6%
Total O 2 W 8 1 4 3 2 &4 4 2 2 5 2 2 2 1v i 1 o1 o1 ooy o 137 100.0%
2a. Shupping Pattern
Daily UL PR R L
Several Times a Week % ; 1 -- T I ]g ;‘3:
:‘ge:gl Y I T T T T T T S L L L 32 23.4%
Yooty S T S N S e T T 19 13.9%
Bimm{“ A S S SR TP S S J e R T e 31 22.61
Rarey y S T T . TN R T B e S 18 13.21
y N T e T T R R T T T s L 1 24 17.5%
Total w 2% 1 8 71 a4 3 2 4 4 2 2 s 2 2 2 1 1 1 1o 137 100.0%

2. stores!/

G. fFox .
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N 2. wWhere Else Do You

w Frequently Shop?

[] New Haven CBO
Meriden Square I L B T T T Ul
Naugatuck - e ee  es e ee  ee e= == ee == e S S0 TR 7T 1 1 e ee me em mm ms em om0 6
Trumbu 1 B N T T T e
Bridgeport 1 - 3 - -- ] ¢ =e  ee e == ec e es C=e ec s == os =s Sm S0 7T PR 7 %?;
Westfarms [ s 3 S S S T T R T L

wWhite Plains
Connecticut Post
East Haven
Hamden

Other

pe Y R N

-

Total

<l
-
=
-
&

6 9
AGE: less Than 20 : :
-- 1 -- 2 2 ] | I L I DR I DL ¥V e ee ee e e- 26 18.9%
2 -

1
k)
10

20-25 7 5 2 2

25-35 12 6 3 ee ee e - - - B T I T | R e 1 ee ae - 25. 18,3%

35-45 9 k) 3 4 2 1 .. - 2 .- .- | I L L I L 1 -- 1 1 1 3 22.6%

45-55 6 4 - 1 1 2 e .- | B 1 .- 1 e 1 v - - 1 e ee es ee ee em ee 20 LN

65-65 2 4 | 1 | 2 e e- e 1 2 i Jes e es ee em == e= es s o= es =s 15 11.0%

Over 65 2 4 | 1 | I T B L I L 1 ee em ee ee e e- 12 B.81

S .- V' es  es  ee  ee es em == e= em == oo | 1 I - IR LR L L 8 5.8%
Tatal e e e e e e — e = — - e — — e e e — —
43 26 N 8 7 4 3 k| 4 4 2 2 5 2 2 2 1 1 1 ] 1 1 1 1 1 137 100.02
SEX: Male )

Female b \3 3 ) 2 3l 2 .- 1 .- | L 1 e e e - 3N 22.6%
. K[V} 6 6 ) 2 3 i 4 3 2 2 ) 2 2 2 1 1 1 1 1 ] 1 1 ) 1 106 77.4%
otal Tl LD Ll A e e e = e e = e e — e s T T _— — —_—

43 20 1) [} ) 4 3 2 4 4 2 2 S 2 2 2 1 1 1 1 1 2 1 1 1 1 137 100.0%

\/ Anchor department stores.
Source: Gladstone Associates Survey, April 1986




DETAILED SALES FLOWS MATRICES
 BASELINE CONDITION
1985 and 1990 ’




SCENARIO 1:

ZERO INCOME GROWTH 1985

,l



- y1e -

TY TBLB8S1.RFT

SHOPFERS
Goons
FURCH
SHSA CITY/TOWN FOWER
NORTH HAVEN 22583
NEW HAVEN 824647
WALL INGFORD 33858
HAMDEN 48820
NORTH BRANFORD 10148
EAST HAVEN 19221
BETHANY 4521
WOODRRIDGE 12802
ORANGE 16045
WEST HAVEN 42865
BRANFORD 24051
GUILFORD 18762
MADISON 16103
CLINTON 9843
SURTOTAL 362089
DURHANM G046
MIDDLEFIELD 3562
MERIDEN 47468
CHESHIRE 23452
SURTOTAL 79528
TOTAL 441617

NO INCOME GROWTH? CONTROL TOTALS HELD CONSTANT(CASE A)

DISTRIRUTION OF SHOFFERS GOODS FURCHASING FOWER TO MAJOR RETAIL CENTERS
NORTH HAVEN MARKET AREA

1985

C(IN THOUSANDS OF 1977 CONSTANT DOLLARS)

CENTERS WITHIN SMSA

NEW

HAVEN MIRACLE
MILE ACRES

CED

5823
30998
935
5861
1056
5553
1336
1260
1247
8187
3814
1289
1133
78
68590
0

0

0

809

809

H9399

5604
8589
7341
20572
1134
1447
810
352
348
585
1511
383

CENTERS OUTSIDE SHSA
TRUM- SUR~
SUE- BULL MERY - NAUGA- TOTAL
WHITE TOTAL CONN. SHOFNG DEN WEST TUCK NON- TOTAL
SMSA FOST FARK SQUARE FARMS VALLEY SHSA
135 11562 o3 0 738 S567 44 1402 12964
2189 41776 443 455 474 254 76 1701 43477
72 8348 34 0 5229 2240 127 7630 15978
391 26844 109 47646 496 799 116 1996 200840
45 2235 21 0 2051 348 20 2440 4675
243 7243 87 0 V] 0 24 111 7354
113 2259 39 0 0 40 74 159 2414
678 2290 129 0 ] 189 20 338 2628
S845 7440 1156 470 ] 0 19 1645 085
6670 15442 1680 ?87 ] 0 34 2701 18143
139 5464 G4 /] ] ] 0 94 5518
&5 1737 33 ] 0 206 0 239 1976
38 1171 22 0 ] 457 0 479 1650
0 78 ] ] (] 0 0 0 78
16623 133889 3860 23688 6988 5100 5559 20891 154780
0 0 7 V] 1117 G2 i9 2095 2095
0 0 S ] 573 1318 34 1930 1930 .
32 384 16 0 23316 6489 311 30132 30516
S1 5733 24 0 1392 4525 1243 7184 12917
83 6117 52 0 25398 13284 1607 41341 47458
16706 140006 32 2388 35386 18384 2162 62232 202238

BALANCE

SHOFPERS
GOODRS
FURCH.
FOUWER

PaH19
38990
17880
19980

5473
11867

2107
10174

6960
24722

18533
16784

FTED

207309

32070

2I9I7Y
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NO INCOME GROWTH? CONTROL TOTALS HELD CONSTANT(CASE A)

DISTRIERUTION OF REMAINING SHOFFERS GOODS FURCHASING FOWER
NORTH HAVEN MARKET AREA

1985

(IN THOUSANDS OF 1977 CONSTANT DOLLARS)

SHSA CITIES/TOWNS NON-SMSA CITIES/TOWNS

BALANCE

SHOFFERS

G0ons WAL~ NORTH RE- MID-

FURCH. NORTH NEW LING~ HAM- BRAN- EAST THA-WOOD- OR- MWEST ERAN- GUIL- MADI- CLIN-DUR-DLE- MERI-CHE- MIL--

FOWER HAVEN HAVEN FORD DEN FORD HAVEN NYBRIDGE ANGE HAVEN FORD FORDI SON TON HAM FIELD DEN SHIRE FORD OTHR

MORTH HAVEN 9619 4318 301 1305 401 8% 401 0 201 100 0 0 0 0 0 0 V] 0 258 (4] 2249
NEW HAVEN 38990 1609 21318 804 1206 0 1609 0 0 3219 1609 804 0 0 0 V] ] 0 0 681 6130
WALLINGFORD 17880 2334 538 10591 180 150 359 4] [+] 0 180 359 0 0 (o] 0 0 1405 351 0 1434
HAMDEN 19980 2695 2488 623 6839 0 209 0 209 209 209 0 ] 0 0 0 0 187 187 0 6126
NORTH BRANFO S473 843 281 338 56 473 393 V] (V] 0 ] 675 94 ¢ 0 53 0 53 0 0 2213
EAST HAVEN 11867 48C 2763 119 241 202 3965 V] ] 241 360 1803 102 0 0 ] 0 L] 0 109 1482
HETHANY 2107 89 199 45 a9 0 0 753 178 66 66 0 4] ] 0 (4] ] 0 38 ki:} G946
WOODBRIDGE 10174 409 2046 103 409 0 ] 0 3888 819 307 0 0 0 ] [+] ] 0 o 399 179S
ORANGE 6960 70 567 0 70 0 0 0 70 2967 848 0 ] ] o] /] 0 ] 0 1285 1084
WEST HAVEN 24722 252 4271 0 0 0 252 ] 0 4271 9797 252 V] ] ] ] 0 0 0 2346 3283
ERANFORD 18533 186 1861 0 186 0 1676 0 0 o] 186 11726 442 ] 0 0 0 0 0o 179 1891
GUILFORD 16786 169 675 0 ] 0 507 0 0 V] 0 2363 7613 564 116 0 0 0 0 0 4781
MARLSON 14453 145 293 145 ] 0 293 0 0 V] 0 1023 2359 2732 496 0 ] 0 0 0 6966
CLINTON 9765 0 97 0 ] 0 0 ] ] 0 0 293 368 1197 1879 0 0 0 O 0 5931

SUKTOTAL 207309 13599 37698 14073 9677 910 9464 733 4546 11892 13562 19298 11178 4493 2491 o3 0 144% 834 5037 AU911
HURHAM 2951 0 30 207 ] 0 V] V] 0 0 0 30 75 20 0 827 a8 40 0 0 1609
MIDDLEFIELD 1632 0 0 81 0 4] (4] V] 0 0 0 0 0 0 Q 33 359 114 4] 0 1045
MERIDEN 16952 ] 170 3227 0 0 1] ] ] 0 0 0 0 0 0 ¢} ¢ 9320 338 0 3897
CHESHIRE 10535 472 2346 244 236 0 0 0 0 V] 0 0 0 0 o 0 0 206 5148 0 3292

SURTOTAL 32070 472 436 4459 236 0 0 0 0 V] 0 30 75 25 0 860 447 9700 G486 0 843

TOTAL 239379 14071 38134 18532 9913 910 9664 753 4546 11892 13562 19328 11253 4518 2491 913 447 11345 6320 G047




SCENARIO 1: ZERO INCOME GROWTH 1990




G

JIY TRL9OL.RFT

NO INCOME GROWTHS CONTROL. TOALS HELD CONSTANT

RISTRIBUTION OF SHOFFERS GOORS FURCHASING FOWER TO MAJOR RETAIL CENTERS
NORTH HAVEN MARKET AREA

1990

(TH THOUSANDS OF 1977 CONSTANT DOLLARS)

CENTERS WITHIN GHMNSA CENTERS OUTSIDE SMSA

v seus sets Sume i 3 SnEn Smoe e Sves SRS S VRS Seke b0 Sa18 S Sk eS0T S my e i reen bk e e e awat s ar v et vint e e i e o s P l:‘ (‘ l [+
SHOFFERS TRUM-~ SUR- SHUF

GOODNS NEW SUR~ RULL. MERT- NAUGA~ TOTAL GONNE
FURCH HAVEN MIRACLE WHITE TOTAL CONN.  SHOFNG DEN WEST TUCK NON- TOTAL

SMSA CITY/TOWN FOWER CRBD M1l ACRES SMSA FOST FARK  SQUARE FARMS VALLEY 5hGaA
NORTH HAVEN 22815 o918 136 11221 53 (V] 745 573 44 1415
Seas . WNEW HAVEN 83796 29541 3582 a224 40347 450 462 482 258 76 1728
"‘}"%,,,,,-\ CWALLINGFORD 34732 200 7406 73 8379 35 0 5364 2298 131 7828 .
HAMDEN 49010 5537 20309 393 26239 109 A78 494 802 117 2004
‘Cg MORTH BRANFORD 10365 1011 39 45 2195 21 - o0 2095 355 20 2491
o0 EAST HAVEN 19489 5281 246 6970 a8 0 (4] 0 24 112
: BETHANY . 4672 1295 117 2235 40 0 0 41 78 159
! WOODERINGE 12965 1196 3¢ 686 233 131 0 0 192 21 344
ORANGE \ 16284 1186 348 5932 74646 1173 477 -0 [V 19 1669
WEST HAVEN 43144 7728 578 46714 15020 1691 ?94 O 0 3% 2720
RRANFORD 24505 34644 1514 142 5300 95 V] 0 0 V) 64
GUILFORD 19516 1268 392 48 1718 35 0 0 214 0O 249 !
MADNLSON 16978 1120 0 40 1160 23 0 0 482 0o . 50% 1668
CLINTON . 10208 76 0 -0 76 0 [\] 0 Q. 0 [V I 76
SURTOTAL } 368479 L5291 48452 168146 130559 3904 2411 9184 . S215 . 565 21279 1516838
DURHAM 5409 0 0 0 7 O 1197 1020 20 2244
MIDOLEFIELIY 3740 0 QO -0 5 0 602 1334 36 2027 2
MERIDEN A7756 V] 32 380 16 i 0 23457 4529 L3 30315 RUTY 1706
CHESHIRE 24963 o808 G4 964 26 ] 1481 4916 1323 76446 13410 . 113G
SURTOTAL. © 81868 g068 - G450 86 6344 54 -0 26737 13749 1692 422372 . 48576 33292
TOTAL 450347 LHA&OPY 3 16902 1346903 APHE 241l FEHERL 18964 aRE7 0 63511 200414 249933
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NO THUOME GROWTH: CONTROL TOALS HELD CONSTANT

DISTRIRUTION OF REMAINING SHOFFERS GDODS PURCHASING FOWER
NORTH HAVEN MaAREET AREA

1990

(IN THOUSANDS OF 1977 CONSTANT DROLLARS)

SHSA CITIES/TOWNS

6/ TG

BALANCE
SHOFFERS
GO0DsS waL.- NUORTH RE -

FURCH., NORTH NEW LING~ HAM~ BRAN- EAST THA-WOOD- Ok~ WEST ERAN- GUIL- MADI- CLIN-DUR-X
FOWER HAVEN HAVEN FORD DEN  FORD  HAVEN NYERIDGE ANGE HAVEN FORD FORD SON TON HAM

MORTH HAVEN 10179 4441 324 1403 431 92 431 0 216 108 0 0 0 0 0 0 o 0

NEW HAVEN 41721 1740 23055 870 1305 0 1740 0 0 3480 1740 870 0 0 0 0 o o

WALLINGFORD 18525 2423  §59 10997 186 156 372 0 0 0 186 372 0 0 0 0 0 1441

HAHDEN 20767 2847 2629 658 7226 0o 219 0 219 219 219 0 0 0 0 0 0 187

NORTH BRANFO 5679 84 295 355 50 497 413 0 0 0 0o 708 98 0 0 54 0 54

EAST HAVEN 12407 505 2902 126 253 212 4164 0 0 253 378 1894 108 0 0 0 0 0

BETHANY 2278 98 219 49 98 0 0 830 194 73 73 0 0 0 ¢ 0 0 0

WOODERIDGE 10388 419 2095 105 419 0 0 0 3978 838 314 0 0 0 0 0 0 0

ORANGE 7149 73 585 0 72 0 0 0 72 3066 877 0 0 0 0 0 0 0

WEST HAVEN 25404 260 4415 0 0 0 260 0 0 4415 10128 260 0 0 0 0 0 0 ) k
RRANF ORD 19150 192 1926 0 192 0 1735 0 0 0 192 12138 645 0 0 0 0 0 0 1927

GUILFORD 17549 177 707 0 0 0 531 0 0 0 0 2475 7976 591 122 0 0 0 0 Y490
MADISON 15313 155 311 155 0 0 311 0 0 0 0 1089 2511 2908 526 0 0 0 0 0 7345

CLINTON 10132 0 101 0 0 0 0 0 0 9 0 304 383 1242 0 © o 0 o 611
GURTOTAL 216641 14413 40123 14718 10241 957 10176 830 44681 12452 14107 20110 11741 4741 2600 54 0 1682 847 5093 ATV

IURHAN 3165 0 32 222 0 0 0 0 0 0 o 32 a1 27 0o 886 94 64 0 0

MIDDLEFLELD 1713 o -0 0 0 0 0 0 0 0 0 0 0 o 35 377 120 0 O

WERIDEN 17061 0 172 3053 0 ) 0 0 0 0 0 0 0 0 0 0 0 9376 340 0

CHESHIRE 11353 538 268 1075 268 0 0 o 0 0 o 0 0 0 0 0 0 219 5480 0
SUBTOTAL 33292 538 472 4635 268 0 0 0 0 0 0 a2 81 27 0 921 AL 977Y S8R0 O 10249

TOTAL 249933 14951 40595 19353 10509 957 10176 830 44681 12452 14107 20142 11822 4768 2600 $7%  A71 11381 oo/ 5093




SCENARIO 2: ONE PERCENT INCOME 'GROWTH 1985
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1% INCOHE GROWYHF CONTROL TOTALS HELD CONSTANT(CASE A)

PISTRIBUTION OF SHOFPERS GOODS FURCHASING FOWER TO MAJOR RETATL CENTERS
NORTH HAVEN HARKET AREA : )

1985 .

C(IN THOUSANDS OF 1977 CONSTANT THILLARS)

CEMTERS WITHIN SMSA

SHOFFERS GUR--

GOONnS NEW ’ SUB- BULL. MERT~ NAUGA~ TOTAL
PURCH HAVEN MIRACLE WHITE TOTAL CONN. SHOFNG DEN WEST TUCK NON- TOTAL
SMSa CITY/TOWN FOWER CRI M

FOST FARK  SQUAR

GMSA

NORTH HAVEN 24454 S823 0 G604 146 11573 G657 V] 799 614 a7
NEW HAVEN 849300 30998 8589 2371 41948 480 492 G513 275 81
WALL ENGFORD 36664 9346 7 77 8354 36 0 S5662 2425 138
HAMDEN 52865 5881 20577 424 26877 118 G515 537 865 126
MORTH BRANFORD ~ 10989 1065 1134 48 2237 22 0 22 377 3 |
EAST HAVEN 20814 5953 1447 263 7263 L4 0 0 k
BETHANY ‘ 4895 1336 8190 123 2269 42 0 0

13090
43799
16615
29038

4878

7384
36

WOODRRIDGE 13863 1260 352 734 2346 140 QO 0 22 2713
ORANGE. 17374 1247 348 6330 792% 1252 509 V] 2 Q@707

WEST HAVEN © 46416 81687 584 7323 15994 1819 1069 [}]
BRANFORD . 26043 3814 1511 151 5476 59 O o0
GUILFORD 20316 1289 382 71 1742 36 0 0
MADISON 17438 1134 0 41 1175 24 o -0
CLINTON - 10659 78 o 0 76 (4] ) V]

5
0 259 2001
0 519 14694 15744
0. 0 78 10561

SURTOTAL 392090 48591 48674: 18002 135267 4180 Rﬁﬁﬁ'b 9732 Coag2 661“ DRLR0 . 1B7BHT | 234203

HURHAM 5464 0 0 (V] [¢] ) 7 . O 1210 1031 R0 2268 2268 A9
MIDDLEFIELD 3858 . Q R V] S0 G SO 00 620 1427 37 2089
HERIDEN - 51401 0 352 34 386 18 L0 7027 . 337 32630 33016
CHESHIRE : (25395 809 Ag74 5% G738 - 26 0" 4899 1346 7778 13516

SUBTOTAL ‘86118 809 5226 89 6124 %6 L0 2658% 14384 1740 44765 H0BHY

i

TOTAL. : 47é208 69400 53900 18091 141391 4234 39307 199046 . 2341 L7385, Rbﬂ

T—
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1% INCOME GROWTH: CONTROL TOTALS HELD CONSTANT(CASE A)

DISTRIRUTION OF REMAINING SHOFFERS GOODS FURCHASING FOWER
NORTH HAVEN MARKET AREA

1985

CIN THOUSANDS OF 1977 CONSTANT DOLLARS)

SHSA CITIES/TOWNS

BALANCE
SHOFPERS :
Goong WAL~ NORTH BE~- M1L-
FURCH, NORTH NEW LING- HAM- BRAN- EAST  THA-WOOD- OR~-  WEST BRAN- GUIL- HADI- CLIN-DUR-BLE- TR T - CHE:-
FOUER HAVEN HAVEN FORD  DEN  FORD  HAVEN NYRRIDGE ANGE HAVEN FORD FORIY SON TON HAM  FikLb LEM TIRE FUORD OTHE

HIL-

NORTH HAVEN 113464 5250 366 1587 488 104 488
NEW HAVEN 45501 19046 25257 P54 1429 0 1906
WALLINGFORD 20049 2636 408 11962 203 170 406
HANDEN 23827 3356 3098 774 8518 (V] 259
HORTH BRANFO &111 P42 320 38% 44 HA0 448
EAST HAVEN 13430 548 3148 1346 274 230 4517
EETHANY 2459 107 240 G4 107 0 0 90
WOODRRIDGE 11150 450 2251 112 450 0 0
ORANGE 7667 78 630 0 78 0 0
WEST HAVEN 27497 282 4788 0 0 0 282
BRANFORD 203508 207 2066 ] 207 0 1860
GUILFORD 18315 185 738 Q ] 0 554
MADLSON 15744 159 320 159 ] 0 320
CLINTON 10581 0 105 0 4] ] 0

244 122 0 0 V] 0 0 [¢] Q Q0
0 3812 1906 P54 O 0 0 0 0
0 0 203 406 [¢] 0 4] 0 0
259 259 2AG9 0 0 V] ] 0 O 2
] 0 Q 769 106 [\] 4] 57 0 B
(o] 274 410 2054 114 0 (V] 4] ¢ Q
80 0 0 QO V] [}] 0 (4]
4275 900 337 0 0 V] 0 ] 0 Q
78 3298 P43 0 [¢] 0 0 O 0 4]
0 4788 10982 282 V] O 0
0 ] 207 13013 712 0 O
4]
0]
0

- 61¢ -

0 0 2585 8331 617 1264

V]
0
0
0
o]
]
b 214 80
0
]
0
0
V]
0
]

V] O 1120 2BYG 299% 544
] 0 317 399 1298 2037

SCOCCTo
<

SURTOTAL 234203 16126 43935 16125 11818 1044 11040 2086 5070 13533 15327 21500 12249 4908 2707 57 O 1780 903 G484 A4v7

DURMAM 3196 0 32 224 0 O 0 0 32 a2 28 O 895 ol QO

MIDDLEFIELR 1769 ] Y] a8 ] 0O 0 0 QO o} O 0 0 34 Q
MERIDEN 18385 0 184 3522 ¢ 0 V] L8]

0
0
0 V] 0 0 O (4] o]
Q0 (O [¢] 0 ] 0 0

SS e
<

CHESHIRE 11879 &30 314 1257 314 Q V] 4]

SURTOTAL 36229 630 532 G091 314 O 0 0 QO 32 82 28 O 231 484 10H04 w4y 0O 10&6GY

<
<

2804 4844 54054 H00578

31 4936 2707 988 484

TOTAL 2469432 16756 44467 21216 12132 1044 11040 206 G070 13533 149



SCENARIO 2. (ONE PERCENT INCOME GROWTH 1990
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SMSA CITY/TOWN

NORTH HAVEN
NEW HAVEN
WALL INGFORD
HAMLDEN

MORTH BRANFORD

EAST HAVEN
RETHANY
WOODERINGE
ORANGE
WEST HAVEN
BRANFORD
GUILFORD
MADISON
CLINTON

SURTOTAL
DURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE

SUBTOTAL

TOTAL

SHOFPERS
GOODS
FURCH
POUER

25966
925368
39528
55777
11796
22181

5317
14755
18532
49102
27889
22211
19322
11617

419361
6156
4257

54351
28410

93174

5125635

1% INCOME GROWTH: CONTROL TOTALS HELD CONSTANT(CASE A)

DISTRIBUTION OF SHOFFERS GOODS PURCHASING POWER TO MAJOR RETAIL CENTERS
NORTH HAVEN MARKET AREA

1990

(IN THOUSANNS OF 1977 CONSTANT DOLLARS)

CENTERS WITHIN SMSA

CENTERS OUTSIDE SMSA

TRUM- ) : sSuB-

NEW SUB-- BULL MERI- NalGA- TOTAL
HAVEN MIRACLE WHITE TOTAL CONN. SHOFNG REN WEST TUCK NON-
CEI! MILE ACRES SMSA FOST FARK SQUARE FARHMS VALLEY SMSA
5517 5568 155 11240 61 V] 848 652 50 1611
29540 8583 2532 40655 G512 826 S48 294 87 1967
200 7406 84 8390 39 0 6104 2615 149 8907
5537 20309 447 26293 125 G544 547 913 133 2282
1011 1138 G2 2201 24 0 2384 404 23 2835
5281 1443 280 7004 101 0 0 0 28 129
1295 023 133 2261 46 ] 0 47 89 182
1197 350 781 2328 149 0 0 218 23 390
1184 348 4751 a285 1335 543 0 0 22 1900
7728 §79 7641 15948 1925 1131 o 0 39 3095
3645 1514 162 5321 63 0 0 0 0 63
1258 392 77 1727 39 0 ] 244 ] 283
1120 0 45 1165 27 0 - 0 548 0 879
76 0 ] 76 0 0 o 0 0 0 0

: "

65291 48453 19140 132884 4446 2744 104701 5935 643 24219
0 0 0 0 a 0 13463 11461 23 2555
O 0 V] .0 [} 0 685 1579 a1 2307
0 348 36 384 19 0 26497 7430 356 34502
808 5101 &2 5971 30 0 1686 5481 1506 8703
808 5449 98 6355 63 0 30431 15647 1926 AB0O67
66099 53902 19238 139237 4509 2744 40882 21582 2569 72286

TOTAL

12851
A2622
17297
28575
5036
7133
2433
2718
101835
192043
5384
2010
1740
76
157103
2655
2307
348845
14674

54422

211525

BALANCE

SHOFFERS

GOOns
FURCH.

13115
527446
22231
27202
6760
5048

8347

30059
2505

250208

34601
1950
19465
13736

3G7G2

301010
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BALANCE

SHOFFERS

GOODnsS
FURCH.
FOWER

NORTH HAVEN 13115
52746

NEW HAVEN

WALLINGFORD
HAMDEN 2
MNORTH BRANFO 67580
EAST HAVEN - 15048

BETHANY 884
WOODRRRIDGE 1 7
ORANGE 9347
WEST HAVEN 30059
ERANFORD 22805
GUILFORD 20201
MADISON 17602
CLINTON 1%
SURTOTAL 262208
DURHAM 3401
MIDIM.EFIELD 1950
MERIDEN 19445
CHESHIRE 13736
L SURTOTAL 38752
TOTAL 301010

1% INCOME GROWTH? CONTROL TOTALS HELD CONSTANT(CASE A)
DISTRIBUTION OF REMAINING SHOFPERS GOODS FURCHASING FOWER
NORTH HAVEN MARKET AREA
1990
(IN THOUSANDS OF 1977 CONSTANT DOLLARS)
SHSA CITIES/TOUNS 3/ TOWNS
WAL~ NORTH BE -~ MG
NORTH NEW  LING- HAM- IRaN- EAST THA-WOOD-  OR- WEST BRAN-  GUIL- MARI- CLIN-DUR-DLE- MERT-CHE- — WL
HAVEN HAVEN FORD DEN FORD HAVEN  NYBRIDGE ANGE HAVEN FORD  FORD SON  TON HAM FLELIN DEN  SHIRE FORD OVHR
6210 434 1878 577 123 577 0 289 145 0 0 0 0
2243 29726 1122 1482 0 2243 0 0 4488 1122 0 0 0
2940 477 13343 226 190 452 0 0 0 452 0 0 0
3954 3650 914 10036 0 305 0 305 305 0 0 0 0
1086 342 434 72 410 507 0 0 0 869 0 0 61
618 3553 154 310 260 5098 0 0 310 2318 0 0 0
129 289 64 129 0 0 1092 258 94 0 0 0 0
488 2439 122 4g8 0 0 0 4632 975 0 0 0 0
86 492 0 86 0 0 0 86 3626 0 0 0 0
311 5282 0 0 0o 311 0 0 5282 311 0 0 0
228 2273 0 228 0 2047 0 0 0 14321 0 0 0
P05 817 0 0 0 614 0 0 0 2862 483 0
180 360 180 0 0 360 0 0 0 1260 3366 0
0 116 0 o 0 0 0 0 0 347 436 1417 0
18678 50670 18213 13834 1183 12514 1092 5570 15227 17079 23852 13601 5466 2978 61
0 34 253 0 0 0 0 0 0 0 38 92 31 0 1008
0 0 97 0 0 0 0 0 0 0 0 0 0 o 39
0 197 3747 0 0 0 0 0 0 0 0 0 0 0 0
817 407 1831 407 9 0 0 0 0 0 0 0 0 0 0
817 640 GYRE 407 0 0 0 0 0 0 36 92 31 0 1047
19495 51310 23941 14241 1183 12514 1092  S570 15227 17079 23898 13693 5497 2978 1108 536 13043 7u88 O &%




IMPACT OF NORTH HAVEN MALL } -
SUMMARY REPORTS _
SALES RECAPTURE, IMPROVED SALES IﬁFLow,
SALES TRANSFERS
1985 and 1990




SCENARIO 1: ZERO INCOME GROWTH 1985 -
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SUMMARY REFORT

198% RECAFTURE OF SALES LEAKAGE AND THPROVED  TNFLOW
NOKTH HAVEN MALL

(THOUSANDS OF CONSTANT BOLLARS)

BASELINE DIVERSTON SALES

SALES FERCENTAGES DIVERSTONS
CONNECTICUT FOST 38460 34% 39% 1504
TRUMBULL 2368 S46% 61% 1451
MERIDEN SQUARE @980 &H07% &5% Ga1: S862
WEST FARNS 5100 867 QL% 4364 4619
NAUGATUCK VALLEY GH% 78% 834 432 460
DNURHAM 53 AG% S0% 24 27
MIDDLEFYELD 0 0% o% 0 O
MERIDEN 1645 A% Sax 806 8y
CHESHIRE 834 24% Q9% 197 239
MILFORD 5037 32% 37% 1605 1847
OTHER 45911 S7% &H2% 26259 28555
TOTAL 74371 S6% 617 41742 45460

GALES TNFILOW GAINS

CONNECTICUT FOST 52 87% A% 4%

TRUMBULL. (4] 0% 0% . 0

MERIDEN SQUARE 26398 G% Y4 12405

WEST FARMS 13284 767 81% 10091

NAUGATUCK VALLEY 1607 43% 48% 69¢

DURHAN 860 4 L% 12

MIDDLEFLELD 447 &% 7% 31

MERIDEN 2700 2% 2% 176

CHESHIRE 5484 2% Q% 101

MILFORD 0 [$X4 0% 0

OTHER Y843 J0% 3% 2923 Radt
TOTAL 87677 23% 15280 1671%
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LEAKAGE RECAFTURE

AND INFLOW GAINS

CONNECTICUT FOST
TRUMRULL.

MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY

DNURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE
HILFORD

OTHER

TOTAL

3912
2338
35386
18384
2162

?13
A47
11345
6320
5037

35%
S6%
19%
794

S2%

407%
617
21%
84%
S7%

4%
7%
%L
S%

37%

S7%

A44%

1356
1331
6658
14455
1131

34
26
962
282

14605

29182

G7022

1%
1451
7261
153574
1239

38
31
1063
340
1857

319469

62175
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HEW HAVEN CRId
MIRAULE MILE

WHITE ACRES
NORTH HAVEN
NEW HAVEN
WAL L INGFORD
HAMDEN

BETHANY
WOONERIDGE
ORANGE
WEST HAVEN
BRANFORD
GUILFORD
MADLSON
CLINTON

TOTAL

SUMMARY REFORT

198% TRANSFER GALES
3 OF CONSTANT

CTHOUSANDS

$ 6833
$ %410
$ 1041
$ 4318
% 2108
$ 1118
$ H%9
4 7
] 2
$
&
+
$
4
¢
%
+$
$ 29401

1977

DOLLARS)




SCENARIO 1: ZERO INCOME GROWTH 1990
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SUMMARY REFORT

1990 RECAFPTURE OF “'All:" LEAKAGE AMDY IMF F\OUED INi LOW
NORTH HAVEN MALL
(THOUSANDRS OF CONSTANT DOLLARS)

RASEL INE IIVERSTON SALES )
- ‘ SALES FERCENTAGES ~ DIVERS10NS

SALES LEAKAGE RECAFTURE
CONNEGTICUT FOST 3904 347 39% 1327 1522
TRUMBULL 2411 56% 1% 1344 1464
MERIDEN SQUARE 9184 50% 657 5524 5983
WEST FARMS 5215 B&Y 91% 4462 4722
NAUGATUCK VALLEY 565 7@% 83z | 440 458
DURHAM 54 "4:.7 L 50% 24 a7
MIDDLEF TELD . L I 0% 0% 0 0
MERILEN 1682 49% 547 823 907
CHESHIRE Tg47 - 24% 29% 200 - 243
MILFORD : 5093 . 32% 7% 1625 1879
OTHER .. 47072 S7% - 62% 26892 . 29246

TotaL - ‘ 76027 Sex . 61% 42661 264¢ 42
SALES mnnw GAING
CONNF.IZ:TICU’I FOST o 54 ca7 0. 50
TRUMEULL : 0 o 0
MERIDEN SOUARE 26737 C1326 ¢ 1490
WEST FARNS - 13749 . B1Z 10447 11154
NAUGATUCK VALLEY 1692 4% an% 731 815
DURHAN ‘ g1 Cix it
mnup FIELD : L an &% 24

R 3 : 2% 166

1% 0o
Qi D]

OTHER 0%

TOTAL

2B PR LEPLA 17409
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LEAKAGE RECAFTURE AND INFLOW GAINS

CONNECTICUT FOST 3958 35% 40% 1374 1572
TRUMBULL 2411 H6% 61% 1344 1464
MERIDEN SQUARE 35921 19% 217 &H850 7473
WEST FARWS 18964 79% 84% 14929 15877
NAUGATUCK VALLEY 2257 S% S7% 1170 1283
DURHAM 7% 4% A% 35 39
MIDNDLEFIELR 471 6% 7% 28 33
MERIDEN 11441 Y% 10% 289 1093
CHESHIRE 6667 A% 5% 289 345
MILFORD $5093 327 37% 1625 1879
OTHER S7321 S2% S7% 29946 32812

TOTAL 145499 A0% 44% 63871
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MW HAVEHR CED
FIRACLE BILE
WHITE ACKE

HORTH HAVEN
HEW HAVERN
WalL TRGFORD
HAHUEN

HORTH BRANFORD

T HAVEN
CTHANY
WERIDGE
HGE

5T HAVEN
UHANEORD
GUTLE ORD
P L HON

UL EHTON

Taval

SUMHARY

19920 THRANY

R SALES

(THOUSANTS OF l.l('.!NiEEk(—‘{NT 1977 QULLARSY

B R BB BRE BRE RS B ERE

©*

6396
506%

P75
4042
1973
1044

523




SCENARIO 2: ONE PERCENT INCOME_GROWTH 1985
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SUMMARY REFORT

1985 RECAPTURE OF SALES LEAKAGE AND IMPROVED INFLOW
NORTH HAVEN MALL

(THOUSANDS OF CONSTANT DOLLARS)

BASELINE NIVERSION SALES
SALES FERCENTAGES RIVERSTIONS

SALES LEAKAGE RECAFTURE
CONNECTICUT FOST 4180 34% 39% 1419 1628
TRUMEULL 2585 Sé6% 617 1441 1570
MERIDEN SQUARE @732 604 &S% G861 4347
WEST FARMS 5522 84X 1%L 4725 5001
NAUGATUCK VALLEY 401 78% a3 468 498
URHAM . G7 AS% S0% 26 29
MIDDLEFIELD Q0 0% 0% 0 ]
MERIDEN 1780 A9% 54% 871 260
CHESHIRE 203 24% 29% 214 2859
MILFORD G454 32% 37% 1738 2011
OTHER . 49719 S7% &2% 28439 30925

TOTAL . 80533 S56% b1% 45201 49228
SALES INFLOW GAINS
CONNECTICUT FOST 56 87% 92% 49 S1
TRUMBULL 0 0% O% O ©
MERIDEN SQUARE 28585 G k4 1348 1515
WEST FARMNS 14384 T6% 8% 10927 11646
NAUGATUCK VaLLEY 1740 A3% AB%Z 756 843
DURHAM ‘ @31 1% 11 13
MINDLEFIELD 484 & 29 33
MERIDEN - 10504 £ 170 19¢
CHESHIRE : H941 2 @2 110
MILFC V] 0% ] [s]
OTHER . 10659 30K JG% 3165 3498

TOTAL 73284 N el ) ‘iil L3 L8O
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LEAKAGE RECAFTURE AND INFLOW GAINS

CONNECTICUT FOST 4236 35% 40% 1467 1679
TRUMBULL 2685 S6% 61% 1441 1570
MERIDEN SQUARE 38317 19% 217 7209 7862
WEST FARMS ' 19906 79% 847% 15652 16647
NAUGATUCK VALLEY 2341 52% 7% 1224 1341
DURHAM 288 Az 4% 36 41
MIDDLEFIELD 484 &% 74 29 33
MERIDEN 12284 8% L 1041 1151
CHESHIRE 45844 4% 5% 305 369
MILFORD 5454 32% 37% 1738 2011
OTHER 60378 S2% S7% 31604 34623

TOTAL 153817 40% 447 41747 &7327
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SUMMARY REFORY
19845 TRANSFER 5S¢
CTHOUSARDS OF COMSTANT 1977 GOLLARS)

HEW HAVEN CRI

MIRACLE MILE
WHIE &
MORTH HAVED

NEW HAYER

1698
Wall SRR 200
HAFDE R 450
NORTH HEAMFORD 61

EAST HAVERM
BE THarh
WOODER TDGE
DRANGE
I HAVEN
BRANFORD
GUILFQRD
AT GO
CLINTON

-

TOTAL 0 20443



SCENARIO 2: ONE PERCENT INCOME GROWTH 1990
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SUMMARY - REPORT

1990 RECAFTURE OF SALES LE(\M::(»L AND IHFROVED INFLOW
NORTH HAVEN MALL

(THOUSANDS OF CONSTANT NOLLARS)

BASEL INE DIVERSTION SALES
SALES PERCENTAGES DIVERSIONS

SALES LLM\M)E F\&LAF‘1 URE
CONNECTICUT FOST 44446 3A% 39% 1512 1735
TRUMBULL. 2744 567 bL% 1530 1667
HERIDEN SQUARE 10451 &07% 6% 6286 46809
WEST FARMS 5935 86%Z L% G078 5374
NAUGATUCK VALLEY 643 787 83% 501 533
DURHAM . 61 AS% S50% 27 31
MIDDLEFIELD ] 0% 0% 0 0
MERIDEN 1914 497% GA4%Z 936 1032
CHESHIRE 964 247 29% 228 276
MILFORD 5797 32% 37% 1849 2139
OTHER 53557 S7% 62% 30597 33279

TOTAL 86512 G56% 617% 48544 52869
SM.E" INFLOW bﬁINS
CONNECTICUT FOST 63 87% 2% 5% S8
TRUMEBULL 0 0% 0% Q0 0
MERIDEN SQUARE 30431 G% b4 1509 1696
WEST FARMS 15647 76% 817% 11912 12694
NAUGATUCK VALLEY 1926 A3% A8% a3 P28
DURHA 1047 1% 1%
MIDDLEFTELD 536 b% 7%
MERIDEN 11129 2% 2% i
CHESHIRE &H24 1% 2% iLié
MILFORD Q 0% (94 0
OTHER 11465 30% 3G% 34746 A0%9

TOTAL 79068 20% 1810 12814

P
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LEAKAGE RECAF

CONNECTICUT OS5
TRUMRULL

MERIDEN SQUARE
WEST FARHS
NAUGATUCK VALLEY

DURHAN
HMIDDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER

TOTAL

TURE AND INFLOW GAINS

35%
S6%Z
19%
79%
52%

a7
Y4
%L
A%
327%

40%
61%
21%
84%

S7%

4%
7%
10%
9%

37%

1567
1530
7796
146990
1332
39

32
1125
305

1849

34073

68656

o

1792
1667
8505
18069
1451

44
37
1243
392
2139

37334

724683
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HEW HAVEN CiD
FMIRAULE MILE
WHITE ACRES
HORTH HAVEN
HEW HAVERN

Wall 1HGFORD
HANMDEN

TH BRANFORD
T HAVEN
BETHANY
WOONERIDGE
ORAHGE

WEST HAVERN

()

{ {1
i I50H
CLTNVOR

TOTAL

SUMHARY  KEF

1990
CTHOUSANDS

P S R X R R R

L 3

ER SALES
Ok

CONSTART

1677 BOLLARS?



SCENARIO 1: ZERO INCOME GROWTH 1985
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TY CPTR8%. TNT\RFT

NOKTH HAVEN

CONNECTICUT FOST
TRUMBULL.
MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY

DURHAM
MIDDLEFYELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SUBTOTAL

NEW ‘HAVEN

CONNECTICUT FOST

TRUMBULL

MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY
DURHAM
MIDDLEFTELL
MERIDEN

CHESHIRE

MILFORD

OTHER
SUBTOTAL

WALLINGFORD

CONNECTICUT FOST
TRUMBULL
MERTIDEN SQUARE
WEST FARMS
NAUGATUCK VAL LEY

DURHAM
MEDI 1E

EACK-UF REFORT
RECAFTURE OF LEAKAGE AND INFROVED INFLOW

1985

NORTH HAVEN MALL
(THOUSANDS OF CONSTANT 1977 DOLLARS)

BASELINE
SALES

B R - B PR P - Y B F R

R R

*

681

4130

8uHL2

34

NIVERSION

FERCENTAGES

H0%
70%
85%
F0%
80%

0%

0%
0%
A%

65
75%
0%
5%
85%

0z
0%
0%
0%
S0%

80%

78%

R

o e e e s

Y

*

Ex

V]
&%
0

1799

2978

3064
4598

46180

R R

* LR R & R e

W B P S

®

TONS

50

554
539
42

0
0
0
77
0

1912

3173

288
341
427
241
64
O

[V}

0

0
341
4904

L4600

38

&}
2E1G
1704
108

i SRV Yo
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OTHER
SURTOTAL

HAMDEN

CONNECTICUT FOSY
TRUHRBULL.

MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY

DURHAM
MIDDLEF IELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SUBTOTAL

NORTH BRANFORD

CONNECTICUT FOST
TRUMBULL.

MERIDEN SOQUARE
WEST FARMS
NAUGATUCK VALLEY

DURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SUBTOTAL

EAST HAVEN

CONNECTICUT FOST
TRUMBULL.
MERIDEN SQUARE
WEST FAR
NAUGATUC

VALLEY

DURHAN
HMIDDLEF [E1D

MERIIDEM

CHESHIRE
MILFORD

OTHER

SURTUTEL

$ 1434

$ 10820

109
476
494
799
1146

LR KX R 3

i87
187

BB Se

6126

»

¢ 84946

PP R
3
<
14
-

BB B
]
(2}

o & G B

LK U g
<

L

70%
7G4
807
0%
79%

0%
(174

0%

0%
85%
0%
FO%

AS%
0%
80%
0%
0%

70%

5%

0%
Q0%
5%

PGL

S0%
07
o5%
0%
[

75%

83% $

GO%
0%
0%

FUE 4

LR R
Y
~
~N

"R NS
[
0
-

*
3
2
=]
«©

19
1743
313
i89

24

G RRG S R EER S

*
-
w
&
~o

3709

LR R
<

ELR
Z

jitiee

[ TR

1t

$

$

B R * EC R R N R R R * LR R ) LR R

L

*

1004

6470

32
asi
422

759
93

140
47
4595

4518

1660

3947

48
V]
O

23
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BETHANY

CONNECTICUT FOST

" TRUMBULL
" MERIDED

SQUARE
WEST FARMS
MAUGATUCK VALLEY

NURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER

SURTOTAL

‘WOODBBRIDGE

CONNECTICUT FOST
TRUMRULL
MERIDEN SQUARE
WEST FARMS
NAUGATUCK YALLEY

TURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SURTOTAL

ORANGE

CONNECTICUT FOST
TRUNBULL
MERIDEN SQUARE
WEST FARMNS
NAUGATUCK VALLEY

BIRHAM
MIDDLEFTELL
MERIDE
CHESHIRE
MILFORR

OTHER

SURTOTAL

R R
<

LR R
<

-
&
b
o

TR R e A B F
<

L4
-
~N
~5
fi

1154
470
0

]

19

LR

0
0
0
0
1285

PR X

$ 1084

$ . 4014

70%
0%
0%

8u%

557

0%
0%
0%
20%
7%

A5%

SO0%

GG
0%
0%

0%

75%

0%

0% -

0%
0%

HG%

30%

A0%

20%
AGZ

0%

0%
P0%

0%
(34
0%
0%

L 20%

30%

26X

%
0%
0%

P0%

60%

0%
0%
0%
205%

80%

G0%

LA

V4

TR R + ® B - R P F

L R

® e PR

& B B S

e

4

27
0

34
42

0
29
246

380

71

539

1014

@ W B e

LR K g

- & BB B &

L R

“

D

L

29
O

36
46

0

10
30

273

4724

77
0

0
180
L6
0

0

0

O
239

628

1141

321

37

1243




AT A

WEST HAVENM

CONNECTICUYT ¥OST
TRUMBULL

MERIDEN SQUARE
WEST FaRMS
NAUGATUUK VALLEY

DURHAM
MIDDLEF IELD
MERIDEN
CHESHIRE
MILFORD
OTHER

SURTOTAL
ERANFORD
CONNECTICUT FOST
TRUMBULL
MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY
DURHAM
MIDDLEFIELD
MERIDEN

CHESHIRE
MILFORD

OTHER
SUBTOTAL

GUILFORD

CONNECTICUT FOST
TRUMBUL.L.

MERIDEN SQUARE
WEST FARHS
NAUGATUCK VALLEY

BURHAM
HIDDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER

SURTOTAL

s 1680
s 987
s 0
s 0
s 34
$ ©
s 0
s o©
s 0
$ 2346
s 3283
+ 8330
s 54
s 0
s 0
$ 0
s 0
s 0
$ °
$ 0
s o0
$ 179
s 1891
s 2124
$ 33
$ 0
s 0
$ 206
$ 0
s 0
$ 0
s 0
s 0
$ o
$ 4781
$ 5020

5%

45%

0%

70%
0%
[
0%
0%

(174
0%

0%
70%

70%

30%
S0%Z
0%
0%
5%

0%
0%
0%

30%

s 420
s 444
$ 0
% 0
$ 31
+
$
$
3
3 5e
s 1149

s 2630
¢ 38
s °
s 0
$ 0
¢ o
s 0
$ 0
s 0
$ 0
¢ 125
$ 1324

$ 1487
$ 23
$ 0
$ 0
$ 185
$ 0
s 0
% o
+ 0
$ 0
) 0
s 3108

+ 3316

$ 504
$ 494
$ 0
$ 0
32
$ 0
% o
$ 0
$ 0
s 704
$ 1313

$ 3047
$ a1
$ 0
$ 0
s 0
s 0
] 0
% 0
$ 0
$ 0
s 134
$ 1418

s 1593
s 25
$ 0
$ 0
$ 196
$ 0
$ 0
$ 0
$ 0
+ 0
+ 0
$ 3347

$ 3567
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CONNECTICUT FOST

TRUMEULL

MERIBEN SQUARE
WEST FARNS
NAUGATUCK VALLEY

DURHAM .
CMIDBLEFIELD
MERTDEN °
CHESHIRE
MILFORD

OTHER

CSURTOTAL

CLINTON

‘CONNECTICUT POST

TRUMBULL.
MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY

HURHAM

" MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER

SUBTOTAL

DURHAN.

© CONNECTICUT FOST
TRUMEULL

. MERIDEN SQUARE
~WEST FARMS .
NAUGATUCK VALLEY

DURHAM -
MIDDLEFIELL
CMERIDEN
CHESHIRE .
MILFORD

OTHER |

GUBTOTAL .

LR R PR R K

- RPRBG GERSR

coc o0 oNCoOm

-
o
e
o
o

$ G931

]

]
1117
G2

19

PR RN

827
88

-0

LR R

$ 1609

4679

0000 ©0COO0

931 .

60"

80%
0%
0%

90%
ox

0%,
0%’
C 0%
0%
0%

60%

6274

0%
0%
0%
0%
%

L o%

" o%
0%
0%

90%

0%
40%
75%

BO%

YA

30%

A0%
O%

- 0%

302

37%

85%

0%

0%
4%

0%

0%
0%
0%
0%
0%

&%

b67%

9G%

0%
A%
80%

CBGX

Cou

LS ¥4

AN

0%
0%

CURGA

ALy

@ B RPBR RS R

Q}hﬂiﬂO

PR R

“*»

Ed

& e R e

cococo

4180

4609

1186 .

1186

447

483

171

cmCO® .

co0CC STOCC

PR L

e e

PR

®

19
0
. 0
434

K7

LT OO

4528

- 4981

P

- e

ceceococe SooCCC

1483

1483

0
503
762

146

G563

1408
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HIDBLEFIELD

CONNECTICUT FOSY
TRUMEULL

MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY

DURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SURTOTAL

MERIDEN

CONNECTICUT FOST
TRUMKRULL

MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY

DURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORID

OTHER
SUBTOTAL

CHESHIRE

CONNECTICUT FOST
TRUMBULL

MERIDEN SQUARE
WEST FARMS
NAUGATULKR VALLEY

DURHAM

HIDILEFIELR
MERII
CHESHIT
MILFORD

OTHER

SUBTOTAL

573
1318
34

LR

33
359
114

LR R X

$ 1045

$ 3481

-
[=: ]

23316
6489
311

[+]

[¢]
2320
338
]

LR X K B LR XK N J

¢ 3897

$ 43687

24

0
1392
A525
1243

B e

0

0
206
5148
o}

L

$ 3292

$ 15830

Q0%

[o)4
30%
75%
Q0%

30%
357
0%
0%
30%

AGZ

80%
0%

70%
70%
0%
07
0%

25%
o%

a5z

13%

95% $ 5
0% $ 0
35% $ 172
0% $ 989
95% $ 31
35% $ 10
0% $ 0
40% s 40
0% $ 0
0% $ 0
35% $ 314
497 $ 1559
85% $ 13
0% $ [
0% $ 0
75% $ 4542
75% $ 218
0% $ 0
0% $ 0
0% $ 0
30% $ B85
0% $ 0
30% s 974

15% $ 5832

PE%L $ 22
0% 4 0

S0% $ 46246
0% $ 3846
40% $ 435
4 (6]

+ 0

4 ?3

% 0

$ V]

40% E R At
$ &H174

+

LR I X - L X N K] LR A - LR R R R R

o e & BB

s

O
201
1054
32

46

366

1715

14

4867
233

101

1169

6384

23

0
696
4073
497
0

0
103
0

0

1317

&708
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NORTH HAVEN
NEW HAVEN
WALL INGF ORI
HAMDEN

NORTH BRANFORDY

EAST HAVEN
BETHANY
WOODER IDGE
ORANGE
WEST HAVEN'

RRANFORD
GUILFORD
MADISON |
CLINTON
DURHAM
MIDDMLEFIELD
MERTDEN
CHESHIRE

TOTAL

TRANSFER SALES HATRIX

NORTH HAVEN MALL.

1965 S R
(THOUSANDS OF CONSTANT 1977 DOLLARS)

NEW : : : - : ‘
HAVEN MIRCLWHITE NORTH  NEW WALLING- NORTH EAST BETH WOOD-
CED  MILE ACKRES HAVEN HAVEN FORD HMDEN BRHFRD HAVEN  ANY BRI

 WEST - BRAN- GUIL- HADT-
E ORNGE - HAVEN FORD FURD SO

"1651 S 1295 <1143 0 0.0 ]

0 127 279 2 0 0

152 76 25 76 0 25 285
1727 737 767 176 178 0 229 0 0. 229 229 102 0 0
279 1321 660 305 ay 25 51 0 0 0 25 51 0 O
“946%5 1168 - 102 787 102 182 0 51 0 28 25 25 . 0 0 0
78 254 o 229 51 25 25 51 0 0 0 0 76 25 0
610 178 51127 279 25 2% 102 0 0 25 2% 102 25 0
229 - 51 51 a5 25 0 -0 0 51 0 0 0 0 0 0
203 2% 25 127 25 2% 0. 0 127 5. 25 0 o 0
2% 0. 178 25 25 0 0 0 0 0o 102 2% 0 o 0
229 25, 203 76 127 0 Y 25, 0 7
0

1432 254 25 51 . 203
S 152 102 25, 76 51

SERR - 5 25
R 0
0 0 0

- rg

oooC W

0

0 127 279 a8
0 0 %1, 178 1LO2

o "

0

o

25 25 1

2, «

CCOC o OOQOO
r

]
moUe O

r

0 0 o 0

0o . 0.
25 0 25 178
5

25 1562 25 S1

©

0. 0 0 0 0
0 o 0 o 0
0 0 0. .0 0

coc ©oO0CC
)

oco S¢C
no o

(== =]

<

v

‘o086 -ocoo

o
&)
~o

-
N
]
&
&
5 .
o
o
4]

6833 5410 1041 4318 2108 1118 76 762 5L gee 533 - 178

330 ¢ [N

CLIMTON TOTAL

25401




IMPACT OF NORTH HAVEN MALL -
DETAILED SUMMARY REPORTS
SALES RECAPTURE, IMPROVED SALES INFLOW,
SALES TRANSFERS |
1985 and 1990




SCENARIO 1: ZERO INCOME GROWTH 1990




~N

s

CMERIN

Y CRIRYOJREI

NOKTIL HAVEN

CONNECTRCUT FOSGT

TRUMEULL
MERIDEN SQUARE
WEST FARMS

NAUGATUCK UNLLEY

DUKHAM
MIDDLEFIELD
N
CHESHIRE
MIIFORD

OTHER
SURTOTAL

NEW HAVEN

CONNECTTICUL 1OST
TRUMEBUL L

MERTHLEN SQUARE.
Wt ST FARNPS
NAUGATUCR UL Lt

UUNIRY
MIUULEY 1L D
HERTIEN
CHESH LKL
MLLEFORD

OTHER

SUNTOTAL

UACK - UF REFORT
1990 RECAFTU
NORTH HAVEN' MALL
CTHOUSAHDS OF CONSTANT 1977 DOLLARS)

E

BASEL Nt
SALES

53
0 .
745
573
a4

PR R

0"
O
0
261
[

o e ¢ ¢

2271

e

$ 3947

“*

» s

O
I
O
0]

P2

R

b H230

$ 8BGO

DIVERSTON

FERCENTAGES.

0%

70%
Q0%
0%

()4
(074
0%

29%

0%

BO%

746%

COF LEARAGE AND. INFROVEDR INFLOW - '

SALES
DIVERSTONS
T
$ 48 $ S50
$ 0 $ 0
$ 522 $ 559
$ S1é $ 544
$ 40 $ 42
s 0 s .0
$ 0 $ [
$ .0 $ 0
$ 65 $ 78
$ 0 $ .0
T s 1817 + 1930
‘4 3007 $ 3204
4 270 $ 293
$ 323 $ 347
$ 410 $ 434
$ 232 $ 245
+ al $ 65
4 0 A 0
$ [} $ Q
+ ) 3 0
+ 0 $ 0
$ 311 P A4
$ Aai3 boAvHa
b 6280 $ 03




WAL L INGFORD

- e -

CONNECTICUT FOST
TRUMRLLL
MERIDEN SQUARE
WEST FARNS
NAUGATUCK VALLEY

DURHAH
MIDDLEFIELD
MERTDER
CHESHIRI
MILFORD

UTHER
SURTOTAL

HAMDEN

CONHECTICUT FOST
TRUMEULL

MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY

DURHAM
MIDDLEFIELD
MERLIDEN
CHESHIRE
MILFORD

OTHER

SURTOTAL
NORTH BRANFORD
CONHECTTICUT FOST
TRUHBULL
MERIDEN SQUAKE

WEST FARMNS
NAUGATUCK VAL LEY

DURHaAR

OTHER

SURTUT

LAk R R

L IR

$

35

5364
2298
131

0

]
1441
360
4]

1472

$ 1iio1

LK K R L K K LR

-

LR L

LR K B U

*

21
2095
355
20

G4

G4

0%

0%
8H%
Q0%
0%

A45%
(L4
8O
0%
O%

95% s - 32
0% $ 0
50% $ 2414
85% $ 1833
a5% $ 105
0% $ o
0% $ 0
50% % 648
30% £ 90
0% $ 0
70% $ 957
60% $ 6084
75% s 76
80% $ 359
a5% ¢ 398
95% $ 722
80% $ 88
oz $ 0
o $ o
75% $ 131
25% $ 37
0% $ 0
75% $ 4309
77% $ 6120
PEA +
o + 0
PO% $ 1781
5% $ 320
o5 $ 18
50% 4 24
+ o
¥ a3
$ 0
i o
i $ 1583
B $ 3788

19

33
2682
1953

111

&

0

721

LR X

*
-
e
Y
<

382
23
762

BB B G R ES
o
>

o
ES
o
-
o

20

4]
1884
337
19

LR

ey
Py

Ao
O
O

O e

1677

T

4 4031
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EAST HAVEN

CONNECTICUY FOST

TRUMBULL
MERIDEN SQUARE
WEST FARNS.
NAUGATUCK VALLEY
DURHAM
MIDDLEF IELD
MERIDEN
CHESHIRE'
MILFORD

OTHER
Sl._lm“OTAL.

BETHANY

" CONNECTICUT FOST

TRUMBULL
MERIDEN SQUARE

"WEST FARNS .

NAUGATUCK VALLEY

DURHANM N
MIDDLEFIELD
MERTLDEN
CHESHIRE
MILFORD

OTHER
SUBTOTAL
WOODER IDGE

CONNECTICUT FOST
TRUMBULL
MERIDEN SQUARE
WEST FARHS
NAUGATUCK VALLEY

DURHAM
MIDDLEFTELD
MERIDEN
CHESHIRE
HILFORD

OTHER

SURTOTAL

PRRBN GOH e
)

P
% 4}
scco

PR TR
=-O OO0

*
-
4,
<
[

39

",

-

802

131

192
21

0
0
0
0
404

R R hPRERE

$ 1817

$ 2060

70%
0%
0%

85%

HS%

0% -

0%
0%
20%
75%

S9%
0%
0%

FO%L

T5%

0%

0% -

0%
0%

s55%

30%

40%

. 60%

SO%

0%
(¢34
O

PH%L

0%
0%
0%
0%
80%

79%
0%
0%

0%

0%
0%

0%

agy-

&0

80%

607
0%
0%

95%
©BO%

Q0%
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0%
0%

HO%.

[
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Py

4%5%

R R

R G

L Ree e
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-

4

_Oﬁ(ﬂ*ﬂ

® B e

Py

e e

> W ]
f==]

cCCe Lace o

rJ

oo

72
O

Q
173
146

O
0
4]

222

Bah

10789

R R

®> e & R

P SR
=3

&:**4’ &
<

o

*

.
-
13
<3

R R
O =
<o

-
v
fas)
ol

S s a37

79

182
17
"o
)
0

LY

B

-
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$ 1156

a4
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TRUMBULL.

ORANGE

MERINEN SQUARE
WEST FARNHS
NAUGATUCK VALLEY

DURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORID

OTHER
SURTOTAL

WEST HAVEN

CONNECTICUT FOST
TRUMBULL
MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY

DURHAM
MINDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SURTOTAL
BRANFORD

CONNECTICUT FOST
TRUMBULL
MERIDEN SQUARE
WEST FARHS
NAUGATUCK VALLEY

DURHAM
MIMEFTELD
MERTDEN

CHESHIRE

DTHER

ger- % 1173

$ 477
+ 0
$ 0
s 19
$ 0
$ 0
$ 0
$ 0
$ 1304
$ 1100

4073
$ 1691
$ 994
s 0
) 0
$ 35
s 0
$ o
% o
3 0
$ 2361
$ 3305

8386
$ 5%
$ 0
$ 0
$ 0
$ 0
% 0
% 0
4 )
) o
$ 182
T 1927

_20%

A5%
0%
(1)1

0%

0%
0%
0%
0%
20%

30%

26%

70%
0%
[¢¥4
(14
0%
0%

“
0%
0%

70%

0%

25%
T 50%
0%
0%
5%

0%
o%
%
0%

25%
35%

317

30%Z
S0%
0%
O%
9S%

0%
0%
0%
0%
30%

40%

37%

75%
0%
4
0%
0%

0%
(874
0%
0%

“IE
aars

261

$ 330

R

X R

L
-
-
4]
~N

i
S OLT o

O
(4]
8
127

R R P RS

$ 1349

L AR UK R

L 4

L X

$

eewes

S07
497

33

1322

3068
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. BUBTOTAL

GUILFORD

CONNECTICUT FOST
TRUMBULL. .
MERIDEN SQUARE
WEST FARMS

© " NAUGATUCK VALLEY

DURHAM
MIDDLEF IELD
HMERIDEN
CHESHIRE

MILFORD

OTHER ' -
SURTOTAL

MADISON.

CONNECTICUT FOST

TRUMBULL
MERIDEN SQUARE

'WEST FARMS

NAUGATUCK VALLEY

DURHAM
MIDDLEFTIELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SURTOTAL.

CLINTON -

CONNECTICUT FOST.

TRUMBULL

MERIDEN SQUARE
WEST FARNS
NAUGATUCK VALLEY
DURHAN
MIDDPLEFLELD
MERTDEN

CHESHIRE

MILFORD

OTHER

SURTOTAL

%

CRNB BN PR SR

- .

P

$

L2164
$ 35
$ 0
$ ]
$ 214
$ 0

R
S OCOCC

-

A970

5219

*
123

7345

CIRUR K

5 6151

3 N

cCoC o0 OSSO

GO SO0

70% .

0%
0z
PO%

0% -

0z
0%
0%

%
0%

65%

bb6%

N7

8%
0%
0%

U 95

0%
0%
0%
0%
0%
0%
70%

71%

85%
(4

oo
- 98% -

0%
0%
0%

0%

R R

PR Y R LR L A

-

GRBGE BRB R

L

& &8 B

coL oSO CUHOSTSH

1515 $ 14623
25 . % 2

0 $

0. $
193 % 20

0 $

o s

0 4

0. .

0 s

o . %
3231 $ 3479

3448 © & 3709

0

o

18 $ 20
o $ 0
0 % 0
434 $ 458
o $ [
' $
Ky $
o $
o $
0 $
4407 $ 4774
4859 $ 5252
0 $ )
0 %
0 $ 0
0 $ 0
O % O
0 $ 0
o ¢ 0
W] +$. Q)
0 $ 0
o % ’
3 1538




- 9¢ -

DURHAH

TRUMEUL.L
MERIDEN SQUARE
WEST FARHMS

NAUGATUCK VALLEY

BURHAM
MIDDLEFTELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SURTOTAL.

HIDDLEFIELD

CONNECTICUT FOST

TRUMBULL
MERIDEN SQUARE
WEST FARMS

NAUGATUCK VaALLEY

DURHANM
MIDDLEFIELD
HMERIDEN
CHESHIRE
HILFORD

OTHER
SUBTOTAL.

HERIDEN

CONNECTICUT PusT

TRUMELLL.
HERIDEH SQUARE
WEST FARNS

NAUGATUCE VALLEY

BURHNH
MIDNLEFTELRD
HERLDEN
CHESHIRE

OTHER

SUERTOTAHL

———F——— PO ——— P ——— B
$ o 0% 0% % 0 $ 0
% 1197 40% A5% $ 479 $ 939
$ 1020 75% a80% $ 765 $ Bls
$ 20 80% 8uxL $ 1& $ 17
$ 866 0% 0% 3 0 $ 0
$ ?4 30% 35% $ 28 $ 33
$ b4 A07% A5% $ 26 $ 29
4 (o] 0% % $ 4] $ [
$ 0 0% ()4 $ 0 $ o
$ 1727 30%Z 3I5% $ 519 $ 604

$ 5015 37% 417 $ 1838 $ 2044
+ S 0% 5% $ 5 $ 5
% 0 0% 0% $ [ $ 0
$ 602 30% 3I5% $ 181 $ 211
$ 1384 759% 80% $ 1038 $ 1107
$ 36 0% 5% $ 32 $ 34
% 35 30% 35% $ 11 $ 12
$ 377 0% 0% $ 0 $ 0
$ 120 35% 40% $ 42 $ 48
4 ] 0% 0% $ 0 $ 0
$ 0 0% o% $ 0 $ [}
$ 1096 30Z 35% % 322 % 384

$ 3655 A45% 49% $ 1637 1801
$ 16 4 13 $ 14
$ 0 % ] + 0
$234%57 $ 0 3 0
$ 6529 + 4570 + 4897
$ 313 $ 219 $ 235
) o] % O $ O
$ 0 ¢ 0o 3 O
$ 9376 + o] % 4]
$ 340 $ 35 & 102
# 0 $ ¢ 4 0
3921 $ P30 $

$ AJPH2 $ HR6T7
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CHESHIRE

CONNECTICUT FOST
TRUMBULL

MERIDEH SQUARE
WEST FARMS '
NAUGATUCK VALLEY

DURHAM
WINDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER

SURTOTAL.

26

1481

816
1323

@Y B

0

]
219
5480
]

e RS

% 3505

% 16850

0%
0%

A%

85%
0%

0%
0%

As%

o%L
0%

VG

(4
G0%
PO%
A40%

0%
0%
S0%
0%

A0% -

AR

* B & E

&R B B8

@

23

(o]
Hbd
4094
463

4]
0
?9

(=R

%

[PRP APy

B P G B B

e

25
0
741
4334

529

110
0

1402

7140




TRANSFER SALES MATRIX

- 8y¢ -

NORTH HAVEN MALL
1990
(THOUSANDS OF CONSTANT 1977 DOLLARS)

HAVEN MIRCLWHITE NORTH NEW WALLING- NORTH EAST BETH WOOR- WEST BRAN- GULL- HADIL-
CRD MILE ACRES HAVEN HAVEN FORD HMDEN BRNFRD HAVEN ANY BRDGE ORNGE HAVEN FORD FORD SON CLINYOR  TOTAL

NORTH HAVEN 1546 1213 48 1070 71 143 71 24 71 0 24 24 (V] V] 0 V] o 1304
NEW HAVEN 1617 690 238 737 690 164 1466 0 214 (4] (o] 214 214 5 0 ] ¢ 5041
WAL L INGFORD 262 1236 24 618 119 285 24 24 48 0 [¢] 0 24 48 0 0 o 2711
HAMDEN 904 1094 95 737 214 9?3 143 0 48 0 24 24 24 ] V] 0 0 3400
NORTH BRANFORD 166 238 0 214 24 48 24 24 48 [¢] 0 4] [+] 71 24 0 ] 880
EAST HAVEN 571 156 48 119 262 24 24 (V] @3 (o] V] 2 24 95 24 V] 0 1474
BETHANY 214 48 48 24 24 V] 0 0 0 A8 [¢] [¢) o 0 0 V] 0 404
CWOODRRRIDGE 120 24 24 119 119 24 249 0 0 (4] 119 24 24 0 0 0 0 &%0
ORANGE 24 0 156 24 24 0 0 0 o 0 (] %G 24 (4] 0 0 ] 357
WEST HAVEN 214 24 190 71 119 V] (o] 0 24 0 1] 119 262 24 (¢} ] O 1044
ERANFORD 404 238 24 48 190 0 24 ] 29 0 1] V] 0 309 V] V] (V]
GUILFORD 143 95 24 71 48 ] (V] 0 418 0 0 ] 0 119 262 24 V]
MADISGON 119 0 0 48 24 24 (V] 0 24 0 0 0 0 48 166 9?5 48
CLINTON 0 (4] 0 0 ] o] V] 0 Q (] 0 (/] 0 24 24 48 k4]
DURHAM ] 4] 0 0 0 24 4] 0 0 0 0 (o] (] 0 0 0 [
MIDDLEFIELD ] [¢] W] 0 0 0 ] o] 0 0 ¢) 0 0 0 0 0 V] 4]
MERIDEN V] V] 24 0 24 1646 V] 0 0 [V (4] 0 (o] (V] 0 V] V] 214
CHESHIRE 24 0 24 143 24 48 24 o) (V] 0 0 (V] 0 0 0 0 Q 285 .
TOTAL 6396 50465 P75 4042 1973 1046 523 71 713 48 166 523 594 832 499 166 143 23777



SCENARIO 2: ONE PERCENT INCOME GROWTH 1985
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TY CFTR8GRFT

MORTH HAVEN

_CONNECTICUT FOST
TRUMBULL

MERIDEN SQUARE
WEST FARMS .
NAUGATUCK VALLEY

DURHAM
MIDDLEFIELID
MERIDEN
CHESHIRE
MILFORD

UTHER
SURTOTAL

NEW HAVEN

CONNECTICUT FPOST
TRUMBULL.

MERIDEN SQUARE
WEST FARMS
NAUGATUCK VALLEY

DURHAM
MIDBLEF TELD
MERIDEN
CHESHIRE
MILFORD

© OTHER

SURTOTAL

o W R B

. Bewew

HE B H R

LR IR

BACK-UF REFORT
1985 RECAFTURE OF LEAKAGE ANII IMPROVED INFLOW -
NORTH HAVEN MALL : )
( THOUSANDS OF CONSTANT 1977 DOLLARS)

BASEL INE
SALES

97

799
614

480

492
513
275

g1

0
¢
0
738

¢ 6638

9217

DIVERSION
FERCENTAGES

&5%
75%

Q0%

PHA.

YA

0%
o%
0%
D%

SO%

80%

7an

PO R L A

@ BHeRee

H e E

P R

&

SALES
DIVERSIONS

1
559
593

42

286
344
436
248
&%
5]

(o)

QO

Q
132

4979

66?1

w» B B 8

$ B EEES

o BB

369

‘

54

Q
599
583

a5

0
0
V]
84
]

2071

3436

31z

362

462

261
&9

[
0
0
)

5310

152
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WAL L TNGFORD

 CONHECTLIOUT FOST o $ o B 0% OG5 $ 3D $
TRUMEULL $ 0 0% $ 0 $
MERIDEN SQUAKE $ 5662 A5% 4 2548 $
WEST FARNS ¢ 2425 80% $ 1940 $
NAUGATUCK VALLEY $ 138 0% $ 110 $
DURHAN $ 0 0% 0% $ 0 $ 0
HIDDLEFIELD $ 0 0% 0% $ 0 $ 0
MERIDEN $ 1521 45% 50% $ 684 $ 761
CHESHIRE $ 381 257 30% $ 95 + 114
MILFORD $ 0 o 0% " 0 $ )
OTHER $ 1554 &5 70% $ 1010 $ 1088
SUBTOTAL $ 11717 55% 60% 4 6421 $ 7006
HAMDEN
CONNECTICUT POsT $ 1i8 70% 75% $ 83 $
TRUMBULL $ 515 75% 80% % 386 $
MERIDEN SQUARE $ 537 80% 85 $ 430 $
WEST FARNS $ 865 90% 951 $ II9 $
NAUGATUCK VALLEY $ 126 75% 80% $ 95 $
DURHAM $ 0 0% 0% $ 0 $ 0
MIDDLEFIELD $ 0 o 0% $ 0 $ 0
MERIDEN $ 202 70% V5% $ 141 $ 152
CHESHIRE $ 202 20% 25% $ 40 $ 51
MILF ORI $ 0 0% % $ 0 $ 0
OTHER $ 6638 70% 7% $ 4647 $ 4979
SURTOTAL $ 9203 72% 77 $ 4400 $ 7060
ANFORD
CONNECTICUT FOST $ 0% $ 20 $
$ 0% $ 0 $
SUUARE E a5 $ 1888 $
¢ M5 $ 0% $ 339 $
NAUGATUCK VALLEY $ 901 $ 19 4
PURHAHN $ 57 A5 3 26 $ 29
$ 0 o% % o " 0
57 80% s 48 $ 48
» $ 0 o b 0 ¢ M)
MILFORD ® 0 o % 0 :r; 0
OTHER $ 24032 70% P % Lot ¢ 1802
GUETOTAL. § S51n7 T8y $ AoLe ARy
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" DURHAH . :
MIFDLEFIELD

EAST HAVEN

CONNECTICUT FOST

TRUMBULL
MERIDEN SQUARE
WEST FARNS i

NAUGATUCK VALLEY

DURHANM
MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORL

OTHER
SUBTOTAL

BETHANY

CONNECTICUT POST
TRUNER.L

MERIDEN SOUARE
WEST FARNS
HAUGATUCK . VALLEY

NURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SURTOTAL

WOODERTDGE -

CONNECTICUT 08T
TRUMERULL.

MERIDEN SOUARE
WEST FARHNS,
NAUGATUCK VallEY

MERY
CHEGHIRE
MILFORD
OTHER

SURTOVAL.

* GO&%G B RRE e

& BB PR L X R X ]
- .

- S g
NOC OO

e

$ 1844

W e B L RN 4

¢ 1943

$ D7AD

cooon

1605

SOoC o

432

C50%

0%
0x
ox

QO%

0%
0%
0%

PG

30%

SA0%.

60%
0%
0%

5

80%
0%
0%

o%

0%
GOXL

s a8
£ 0
0
$ 0
% 23
$° 0
80
$ 0
s 89
$ 1124

$. 09
$ 0
$ 0
i 3 37
$ 45
$ 0
4.7 0
$ 0
$ 8
% 31
$ 268

$. - 415
s 77
£ 0
% o
$18%
$- 17
$ .

:
$

. 4
“

ey

0 L0%

B BREE B BB B B e

33

a9

457 .

=]

195




ORANGE

CONNECTICUT FOST $ 250 4
TRUHBULL. : $ 229 $
MERIDEH SQUARE 0% $0 $
WEST FARMNS 0% $ 0 $
NAUGATUCK VALLEY 90% $ 19 $
DURHAM 0% 0% s 0 $ 0
MIDDLEF 1ELD 0% 0% $ 0 $ 0
MERTDEN 0% 0% $ 0 $ 0
CHESHIRE 0% 0% $ 0 $ 0
MILFORD 20% 25% $ 278 $ 348
OTHER 30% 35% $ 351 $ 410
SURTOTAL 26% 31% 1128 1345
WEST HAVEN
CONNECTICUT FOST $ 25% 30% $ ass $ 546
TRUMBULL. $ a5% 50% $ 481 $ 535
MERIDEN SQUARE $ ox ox% $ 0 s o
WEST FARNS $ ox% ox $ 0 $ 0
NAUGATUCK VALLEY $ 90% 95% $ 33 s as
t
o DURHAM $ 0% 0% 0 $ 0
N MIDDLEF IELD $ 0% 0% $ 0 $ 0
MERIDEN $ 0% 0% s 0 s 0
CHESHIRE $ 0% 0% $ 0 $ 0
MILFORE $ 25% 30% $ 635 s 762
OTHER $ 357 40% $ 1244 $ 1422
SURTOTAL 32% 37% 2848 § 3299
ERANFORTS
CONNECTICUT FOST $ 70% 75% s  at s 44
TRUNEULL. $ 0 0% 0% $ 0 $ 0
MERIDEN SQUARE $ 0 0% 0% 50 $ 0
WEST FARHS $ 0 % ox $ 0 $ 0
NAUBATUCK VALLEY $ 0 0% 0% $ 0 $ 0
DURHAL 0 0% 0 $ 0
HI DD 0 0% P S
MER 0 0% 0 $ 0
CHESHIRE 0 0% 0 $ 0
MILFORD 70% 136 $ 146
OTHER 70% 1431 $ 1533
SUBTOTAL 707 75% 1608
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GUILFORD |

CONNECTICUT FOST
TRUMBULL

MERIDEN SQUARE
WEST FARNS
NAUGATUCK VALLEY

IURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE
MILFORD

OTHER
SURTOTAL

MADISON -

CONNECTICUT FOST
TRUMBULL
MERIDEN SQUARE
WEST FARNS
NAUBATUCK VALLEY

DURHAM
MIDDLEF IELD
"MERIDEN
CHESHIRE
MILFORD

OTHER
SURTOTAL

CLINTON

CONNECTICUT FOST
TRUMBULL.

MERIDEN SUUARE
WEST FARMS
NAUGATUCK VALLEY

DURHAN
MIDDLEFIELE
MERIDEN =~
CHESHIRE
MILFORD

" OTHER

SURTOTAL. -

FON

SR GER R
octiccoa

P
cccoo

c -

e ee e
- r
cuoT s

» BeNes
SCCOL

R
co0CC

H WS
-
& coccoo

3

o

3

70%
0%
0%

0%
0%

0%

80%

0%

P0% -
0%

. 0%

0%

C0%
Q%

0%

&0%

0%
0%
0%
0%
0%

0%
0%
ox
oz

0% .

20%

20%

as5%
0%

PG%
0%

0%

0%

0%

0Z

-t v

67%

PR - @ GeRes eweew ¢ RRRRE SRS

T e

28

201

<

SOCOTO

0
0
[

¢ 12895

128%

C R R R

PP QPP S

3

SO oON

T21

LA R R
o OCC

L

3624

3863

20

470 .

B WS
<

R R
cOoeCCoS o

»

4904
5394

X R N
cCCeCo e

G
0
0
0
0

% 1606

C$ 1406
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DURHAM

CONNECTICUT FOST

TRUMBULL
MERIDEN SGUARE
WEST FARMG

NAUGATUCK VaALLEY

MERTIEN
CHESHIRE
MILFORD
OTHER

SURTOTAL

MIDDLEFIELD

CONNECTICUT FOST

TRUMBRULL
MERIDEN SOUARE
WEST FARMS

NAUGATUCK vallLEY

DURHAM
MIDDLEFIEL D
MERIDEN
CHESHIRE
MILFORYD

OTHER

SUBRTOTAL

LI R R

G o

@»

g e B S

LR R

®

1210
1031
20
2876
5
&%

]

4]
1743

5066

5
620
1427
37
364
399
124
0
1132

3770

0%

0%
40%
7G%

80%

0%
30%
40%

0%

O%

307

FO%L
O%
30%
754
FO%
30%
0%
354
0%
(4

30%

457

$ b % 7
% (4] $ O
$ 484 $ 545
$ 773 $ 820
% 14 % 17
$ 0 $ 0
$ 29 $ 33
$ 24 $ 29
% 0 $ [¢]
$ 0 $ O
$  G23 $  &10
$ 1857 $ 2064
$ 5 $ G
$ 6 $ 0
$ 186 $ 27
$ 1070 $ 1142
$ 33 4 35
$ i1 $ 13
$ Q % 4]
$ 43 % G0
% (4] % (o]
$ [\ 4 0
% 340 $ 396

$ 1688 $ 1857
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MERIDEN

CONNECTICUT POST
TRUMBULL.
MERINEN SQUARE
WEST FARMS '

NAUGATUCK VALLEY

DURHAM
MIDDLEFIELD
MERIDEN
CHESHIRE

© . MILFORD

“OTHER

SURTOTAL

CHESHIRE

' CONNECTICUT FOST

TRUMBULL

MERIDEN SQUARE
WEST FARMS ' °
NAUGATUCK VALLEY

DURHAM .
MIDDLEFIELD
MERIDEN !
CHESHIRE
MILFORD

OTHER

SURTOTAL

eheee
o
o
~N

+ 18
+ /]
$25248
$ 7027
$ 337

3 V]
$ 0
$10092
$ 366
$ V]

$ 4219

$ 47307

PR

80%
0%

o0n

70%
70%

0%
0%
O%
25%
(174

13%

74

on

0%

Fiva
7%

o

0%
O%
30%
0%

-30%

G RAR VEERE

R

@®

“

P BB

1248

HHBE

- PR BEER SR BHES

*

® e B PR

@ e

15

0

G270

253

0
0

110

1266

4914

25

754
4409
538

(V]
0

B § ¥4
0 N

o

1426

7263




=962~

NORTH HAVEN
HEW HAVEN
UALL ITNGFORD
HAMDEN

NORTH BRANFORD

EAST HAVEN
BETHANY
YWOODRRIBGE
ORANGE
WEST HAVEN

BRANFORD
GUILFORD
MALTSTN
CLINTEON
GURHAM

HMInDLEF

MERILEN
CHESHIRE

IELD

TOTAL

NEW

HAVEN HIRCLWHITE
MILE He h‘ S

!3["4'[!

13350
1391
225
778
143

491
ig4
164

20
184
348
123
i02

]

¢

1044
593
1064
941
205

143
41
20

¢
20

20%
a3
o

¢

0

4]
O
o}

4359

41
208
20
a2z
G

41
4%
20
143
Ead

20
20
(4]
o
0

O
20
20

NORTH

HAVkN

P21
454
532
434
184

102
20
102
20
41
61
41
]

Y]

G
O
123

3479

MEW WALLING-

TRANSFER

SALES

MATRIX

NORTH HAVEN MaLlL
1985

(TH

DUSANDS OF

NORTH  EAST

CONGTANT

BETH WOOU-

HA‘/tN FORD HMDBEN BRHFRD HAVEN aNY HRUHE_ GRNGE

61
593
102
184

20
205

20
102

1032

14698

F06G

SO

450

20 41
4] 184
20 41
] a1
20 41
& 82
o] ]
0 ]
¢ G
4] 20
] 82
O 41
] 20
[ o]
o 0
Q ¢
0 L]
4] ]
6H1 614

0 20
0 o
0 ¢
9 20
4] ¢
Q &
41 0
0 102
0 [
o G
QO 0
0 4]
G G
0 O
0 Q0
0 0
¢ 0
0 QO
41 143

1977 DULLARS)

WEST
HAVE N

o]
184
20
20

:)(\

20

Do o0

(=R g o]

BRAN- GUIL-

F-'OR{'D F()F\ll
Q 0
82 O
a1 0
0 [\
41 20
g2 20
G Q

0 G

[V} Q
20 o
264 0
102 228
i 143
20 20
0 0

O o}

] O

0 ]
714 439

512

HADT -~

SON €T

)
O

G

Q
O
o
O
0

O
20
82
41

0

143

1320

682
]
0
QO
¢]

3

{TON

TOTAL



SCENARIO 2: ONE PERCENT INCOME GROWTH 1990



A TA

TY"U
%7 INCOME bRUUiH

*TY CPTRYO.RFT.

BACK-UF REPORT

1990 RECAPTURE OF LEAKAGE AND IMPROVED INFLOW
NORTH HAVEN MALL

(THOUSANDS OF CONSTANT 1977 DULLﬁR%)

: uaSELINE DIVERSION SALES
SALES FERCENTAGES - DIVERSIONS
NORTH HAUEN

CONNECTICUT FOST $ 61 90% 957 $ 55 $ 58
TRUMBULL. s 0 0% 0% $ 0 $
MERIDEN SQUARE $ 88  70% . 75% $ 594 $ 4636
WEST FARNS $ 652 90% 5% $ s587 $ 619
NAUGATUCK VALLEY $ 50 90% - 95% $ 45 $ 48
DURHAM $ 0 o% 0% $ 0 $ 0
MIDDLEFIELD . $ 0 0% 0% % 0 $ 0
MERIDEN $ 0 0% 0% $ 0 $ 0
CHESHIRE ¢ 297 0 25%  30% s 74 $ 89
MILFORD $ 0 0% 0% % 0 K
OTHER $ 2585 80% 85% $ 2068 % 2197
 SURTOTAL - $ 4493 74% 812 & 3423 & BE47
MEW HAVERN
CONNECTICUT POST & 512 0% $ 307 $. 333
TRUMBULL. $ 526 70% $ 368 $ 295
MERIDEN SQUARE $ 548 a5 % 466 $ 493
WEST FARMS $ 294 0% $ 265 279
NAUGATUCK VALLEY s 87 80% $ 70 p 74
DURHAN $ 0 0% $ $ G
MIDDLEFIELD $ 0 0% $ t 70
MERIDEN $ 0 9 $ 3 0
CHESHIRE s 0 o% o 4. 0
HILFORD s p8e AN " b 394
OTHER TR

_*

oy LR R P NGO

SUITOTAL ¢ a3 uE Cumn % 714é % Fe3E.
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WALL IMNGFORD

CONNECTICUT vO87Y

HE SRUARE
WEST FARNS
HAUGATUCK YALLEY
nURHAN

MIDLLEF TELE

CHESHIRE
MILFORI

OTHER
SUEBTOTAL

HAMDER

COMNECTICUT FOST
TRUKBULL
MERTDEN BOUARE
WEST FARMG
NAUBATUCK VALLEY

DURHAM
MYIGDLEFIELE
MERIDEN
CHESHIRE
KILFORD
OTHER

SURTOTAL
NORTH BcanNt ORT
CORNECTICUT POST
TRUMBUILL
MERIDEN 8

WEST FARH
MAUGATUCK YnbigY

[ELETE1IN 4

MIDDL
MERTEE

{

GTHER

SURTOTAL

39
6104

2435

149

AR G W W B

@
fors
o
i
L&

125
544
547
913
133

LR 2

2 g e W
o
v
Lod

&
3
<
<
[

aa

O
27334
504
23

g A R B R

&1
0
61

ht4

0

@

3576

% G533

70%
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